CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK | 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


LEA.15.78 


Vol. 1. No. 15 


CHICAGO, APRIL 19, 1930 


Five Cents a Copy—$1 a Year 


Rough Proofs 


The Eastman Kodak Company is 
planning to give away 500,000 ca- 
meras to twelve-year-olds to cele- 
brate its fiftieth anniversary. Speak- 
ing photographically, the presenta- 
tion will be a very moving picture. 

* * * 

The National Retail Coal Mer- 
chants’ Association looked at 172,670 
slogans and then paid $500 for 
“Comfort of American Life,” thus 
demonstrating that slogans, like 
poets, are born and not made. 

* * * 

A Spokane newspaper hints, fol- 
lowing an investigation, that many 
radio listeners fail to remember the 
names of the companies sponsoring 
the programs. With due regard to 
the quality of most of the programs, 
this is a circumstance for which the 
sponsors should be properly grate- 
ful. 


* * * 


The Bureau of the Census says 
that sometimes a business man is in 
doubt as to whether he is properly 
classified as a broker. That is the 
comparative of “broke”’—and a man 
is always positive about that. 

* * 


Tampa, Fla., the capital of the 
cigar world, has officially banned the 
advertising of Cremo cigars, con- 
taining the famous spit copy. Thus 
while the American Cigar Company 
may attack its competitors else- 
where, it cannot Tampa with the in- 
dustry in Florida. 

* cd * 


Sporting Goods Illustrated reports 
that dealers in that field are selling 
flying supplies to ground enthusiasts 
and handcuffs to amateur detectives. 
This is the first recorded exploita- 
tion of the sentiment which inspired 
the hope-chest. 


* * 


The General Foods Corporation 
has stepped out with a line of 
frosted foods, invading for the first 
time the precincts thus far success- 
fully defended by the meat-packers. 
If the latter don’t get going,.they 
may find themselves frozen out of 
their own business. 

* a * 


Buick is advertising used cars in 
two-color pages in the magazines. 
From now on a second-hand Buick, 
after this ascent from the classified 
pages, will refuse to touch fenders 
with a car of any other make. 

* * * 


Turner Jones, of Coca-Cola, wants 
the Association of National Adver- 
tisers to record circulations in the 
outdoor advertising field. If this 
plan goes through, look out for the 
rush to enumerate the figures on the 
bathing-beaches in sight of the 
board-walk displays. 

* * * 


Armour is asking its 60,000 em- 
Ployes to pledge their friends to 
purchases of “fixed flavor” hams. 
Now if General Motors gets the 
same system working with its 200,- 


000 hired hands, we'll all be out of 
luck, 
* * * 


The Great Atlantic & Pacific Tea 
Company has opened soda-fountains 
In some of its Philadelphia stores. 
That’s logical, because at the foun- 


tain the system is always cash and 
Carry, 
* * * 


Sales break-downs, suggests Dr. 
Weld, of the H. K. McCann Com- 
pany, are advisable as a preliminary 
to the establishment of quotas. But 
with sales managers under such a 
Strain this year, isn’t the suggestion 
of a break-down inadvisable ? 

Copy Cus. 


IF HE HAS 10 
SELL IT, LET 
HIM NAME IT 


Ogle Gives Bauer & Black 
Philosophy 


“Marketing is the dominant force 

in business today,” Arthur H. Ogle, 
= assistant di- 

rector of 
marketing of 
the Bauer & 
Black Divi- 
sion of the 
Kendall Com- 
pany, Chi- 
cago, said in 
addressing 
the Chicago 
Advertising 
Council April 
17. He added 
that this is a viewpoint to which 
management, as well as advertising 
and sales executives, subscribe. 

The four basic requirements for 
proper co-ordination of advertising 
with selling are proper organization 
for that activity; the recognition of 
advertising as a basic force in sell- 
ing; the production of advertising 
that fits the sales problem, and the 
development of a sales plan that fits 
the advertising. 

Few manufacturers, he said, have 
a complete organization for proper 
co-ordination among all the market- 
ing factors, including sales and ad- 
vertising. Profit is the goal of mar- 
keting effort, and when the task is 
centralized and co-ordinated old con- 
flicts vanish. 


Arthur H. Ogle 


Picking a Winner 

“The director of marketing,” he 
said, “must have the responsibility 
for the development of products 
which can be sold at a profit.” 

He added that this statement 
would probably be challenged, but 
that under today’s conditions salabil- 
ity becomes the first requirement of 
any product. 

The necessity for suiting the sales 
method to the advertising approach 
is illustrated in the current Bauer 
& Black advertising campaign, he 
said. The fact that the druggist is 
featured in the consumer advertis- 
ing made it necessary for the sales- 
men to merchandise the advertising. 
This they have done, though the 
transition from order-takers into 
merchandisers has not been easy. 
The result is that business for 
Bauer & Black is running ahead of 
last year, although he said that the 
drug trade as a whole is showing 
decreased sales of from 15 to 25 per 
cent compared with 1929. 

Successful merchandising of Bauer 
& Black advertising has led to dis- 
plays of the line in the drug-stores, 
and the displays have produced the 
increased volume of sales. 

Mr. Ogle’s description of the 
Bauer & Black marketing methods 
appears on Page 8. 


Azov Turns Author 


A. C. M. Azoy, Jr., advertising 
manager of the Rogers Peet Com- 
pany, New York, has written “A 
Primer of Advertising,” which is 
just off the press. Mr. Azoy whiles 
away other leisure hours by instruct- 
ing at Columbia University. 


Aero Directory Out 
The 1930 Chilton Aero Directory 
and Catalog has been issued by the 
Chilton Class Journal Company, 
Philadelphia. It contains both mer- 
chandising and engineering data. 


Publishers 


Annual 


New York, April 18.—The Fourth 
Estate will take over Broadway next 
week when the annual meeting of 
the American Newspaper Publish- 
ers’ Association is held Wednesday 
and Thursday at the Hotel Pennsyl- 
vania. The Associated Press con- 
venes Monday at the Commodore 
Hotel and the publishers will have 
Tuesday in which to take a breath- 
ing spell. 


William F. Rogers 
The Boston Transcript, Chairman, 
Bureau of Advertising 


The A. N. P. A. convention will 
start Wednesday morning. The an- 
nual reports of the Bureau of Ad- 
vertising will be presented at the 
first day’s session. A meeting of 
the committee of the Bureau will be 
held Monday at A. N. P. A. head- 
quarters to discuss the report, which 
will be presented by William A. 
Thomson, director of the Bureau. 
William F. Rogers, advertising man- 
ager of the Boston Transcript, ig 
chairman of the committee. 

Newsprint, labor and freight rates 
will hold leading position in the 
business schedule of the A. N. P. A. 
meeting this year as they have for 
the past several conventions. 

Palmer in Charge 

The program is in charge of a 
committee headed by G. J. Palmer, 
business manager of the Houston 
Chronicle. Other members _ are 
George F. Booth, Worcester Tele- 


Gather 


in New York For 


Convention 


gram-Gazette; Charles P. Manship, 
Buton Rouge State-Times and Ad- 
vocate; Kingsley Murphy, Minneap- 
oplis Tribune; A. M. Snook, Aurora 


E. H. Butler 


Buffalo Evening News, President 
AN. P. As 
Beacon-News; John L. Stewart, 


Washington (Pa.) Observer; J. H. 
Woods, Calgary (Alta.) Herald, 

More than 1,000 persons are ex- 
pected to attend the annual banquet 
of the Bureau of Advertising of the 
A. N. P. A. to be held Thursday 
evening at the Hotel Pennsylvania. 

Julius H. Barnes, chairman of the 
board of the United States Cham- 
ber of Commerce and head of Pres- 
ident Hoover’s Better Business Com- 
mission, will be the principal speak- 
er at the banquet. 

The only other speaker on the 
program will be Heywood Broun, col- 
umnist of the New York Telegram 
and other Scripps-Howard newspa- 
pers, who will give a humorous talk. 

Stuart Gracey, operatic bari- 
tone and son of W. A. Gracey, ed- 
itor of the Geneva (N. Y.) Times, 
will entertain with a program of 
songs, and Bonnie Laddies, radio 
favorites, will round out the enter- 
tainment. R. W. Bingham, publish- 
er of the Lowisville Courier-Journal 
and Times, will be toastmaster. 

The committee in charge of ar- 
ranging the dinner program was 
headed by Roy W. Howard, chair- 
man of the board of the Scripps- 
Howard Newspapers. Other mem- 
bers of the committee are Howard 
Davis, business manager, New York 


(Continued on Page 11) 


are increased 50 per cent. 


1929 to $150,000.000. 


U. S. Hit by Australian Restrictions 


Washington, April 18—Australia has adopted restrictive measures on 
imports. Import of one group of commodities is prohibited without Gov- 
ernment consent, another must be cut in half and duties on a third group 


U. S. exports to Australia in 1928 amounted to $141,000,000 ‘and in 


Four A’s Release Detroit Survey 


New York, April 18—The survey of Detroit, made by the American 
Association of Advertising Agencies with the support of the Detroit 
Free Press, News and Times, has been released. raps 

It classifies readers of Detroit papers by occupation and family income 
and shows the amount of overlapping in circulations. 


Florsheim to Make Shoes for Women 


A line of women’s shoes to retail at from $10.50 to $20 will be made 
by the Florsheim Shoe Company, Chicago, which has confined its efforts 
to men’s footwear heretofore. The new line will not be stocked by any 
of the 75 retail stores operated by the company. 


REVIVE RUMORS 
OF MERGER OF 
MAIL GIANTS 


Attractive Possibilities Are 
Pointed Out 


Chicago newspapers are giving 
space to rumors of a possible merger 
of Sears, Roebuck & Co. and Mont- 
gomery Ward & Co., the giants of 
the mail-order field. The reasons 
which it is said are making the pos- 
sibility of a merger look attractive 
to those interested in their financial 
position have to do with the reduc- 
tion in net earnings which they re- 
ported for 1929. 

This resulted from severe compe- 
tition which developed between the 
two companies, and which found ex- 
pression in the pre-payment plan, 
whereby all goods shipped were de- 
livered at the expense of the com- 
panies. Sears, Roebuck started the 
plan with limitations, restricting it 
to parcel post and express ship- 
ments, but Montgomery Ward & Co. 
raised the ante by prepaying the 
cost of all shipments. As a result 
the net earnings of the companies, 
and particularly those of Mont- 
gomery Ward, were greatly reduced. 


O. K. with Rosenwald 


The report that a merger was in 
process of being consummated has 
been officially denied by the man- 
agements of the two companies, but 
discussions regarding it continue to 
be published in the daily newspapers 
of Chicago. Julius Rosenwald, chair- 
man of the board of Sears, Roebuck 
& Co., told reporters on his return 
from Europe recently that he “hoped 
it was true.” 

The following discussion of the 
merger situation appeared in the 
April 18 issue of the Chicago Tri- 
bune, under the signature of O. A. 
Mather, its financial editor: 

“Once more a _ consolidation of 
Sears, Roebuck & Co. and Montgom- 
ery Ward & Co., the two leading 
mail order houses in the country, 
looms as a possibility. If such a 
merger should eventuate, it would 
create the largest retail merchandis- 
ing organization in the world with 
assets of approximately $450,000,- 
000. 

“Tt has been gossiped in Wall and 
La Salle streets for several weeks 
that little groups of large stockhold- 
ers of both companies have been con- 
ferring on the possibilities of a 
merger. But yesterday more tangi- 
ble basis for gossip was afforded 
by reports that Julius Rosenwald, 
*hairman of Sears-Roebuck, and offi- 
cials of both companies were meet- 
ing with their bankers in New York 
to discuss consolidation plans. J. P. 
Morgan & Co. are the dominating 
banking interest represented on the 
Montgomery Ward directorate, and 
Goldman Sachs & Co. are the Sears 
Roebuck bankers. 


History of Case 


“Merger discussions between these 
big Chicago concerns are not new. 
Four or five years ago a tentative 
plan of consolidation was arranged, 
but was abandoned when more cau- 
tious officials of Montgomery Ward 
& Co. insisted on submitting the 
plan to the Federal Trade Commis- 
sion, which discouraged the proposal. 
Since that time, however, the Fed- 


eral government has adopted a more 
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lenient attitude toward big consoli- 
dations. 

“In the last few years, both Sears, 
Roebuck & Co. and Montgomery 
Ward & Co. have carried on vigor- 
ous expansion programs in the re- 
tail chain store field. In fact, so 
keen has been their rivalry that only 
a few weeks ago they concluded a 
‘gentlemen’s agreement’ not to in- 
vade each other’s territory, thereby 
avoiding ruinous competition. Both 
companies market all kinds of mer- 
chandise and products. Montgom- 
ery Ward operates approximately 
500 retail chain stores in cities be- 
tween 5,000 and 75,000 population 
and 23 department stores in larger 
cities. Sears-Roebuck operates 46 
stores in the larger cities and about 
270 stores in smaller localities. 


Would Cut Overhead 


“The earlier merger negotiations 
arose from the belief that consoli- 
dation would save $10,000,000 to 
$15,000,000 a year in expenses of the 
mail order business by eliminating 
duplicate catalogue distribution. And 
to this saving now might be added 
that of reduced overhead and avoid- 
ance of duplication in the chain store 
field. 

“The two companies last year had 
combined sales of about $735,000,- 
000, with Sears-Roebuck doing more 
than $443,450,000 and Montgomery 
Ward nearly $292,000,000. 


“If these big Chicago concerns are 
able to effect a merger, there also 
was some gossip yesterday that the 
J. C. Penney company and the Na- 
tional Bellas Hess company might 
find their way into the fold. A 
merger of the Penney company with 
Sears-Roebuck was discussed several 
months ago, but was abandoned.” 


To Advertise Salmon 


The Northwest Salmon Canners 
Association will spend $250,000 to 
advertise salmon, according to a 
decision reached at a meeting in 
Seattle. 


N. Y. Engravers Merge 


The Standard and Electro Light 
Engraving Companies, New York, 
have merged under the joint owner- 
ship of Albert W. Morley, Jr., E. F. 
Chilton and William Huffman. 


MRS, COOLIDGE 
IN ENDORSEMENT 
OF KODAK GIFTS 


Featured in Current Eastman 
Copy 


Rochester, N. Y., April 16.—Mrs. 
Calvin Coolidge, wife of the former 
president of the United States, has 
furnished the copy for a page ad- 
vertisement endorsing the gift of 
500,000 Eastman kodaks, which the 
Eastman Kodak Company is pre- 
senting May 1 to American children 
born in 1918, today’s twelve-year- 
olds, with the compliments of George 
Eastman, chairman of the board of 
the company, and the inventor of the 
kodak. 


Her statement is a feature of cur- 
rent advertising which has been re- 
leased by the Eastman company, 
and which gives the details regard- 
ing the gift of half a million cam- 
eras, through which the company is 
celebrating its fiftieth anniversary. 
A part of the gift, to which atten- 
tion has not been called heretofore, 
is that each camera contains a roll 
of film, which is given to the child 
without charge. 


The presentation will be made 
through kodak dealers beginning 
May 1. They will be given out as 
long as they last, but none will be 
presented after May 31. Children 
must be accompanied by their par- 
ents or guardians in order to receive 
the cameras. The latter are de- 
scribed as a_ special anniversary 
product, and use a standard 2%x 
3%4-inch film. 


Advertising Advantages 
Although the cameras are being 
given away, and although the good- 
will value involved in this wide- 
spread distribution is almost obvi- 
ous, the company is not leaving the 
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Winchester Breaks 


Packing Tradition 

New Haven, April 17.—Tra- 
dition says that shotgun shells 
must be sold in boxes of 25. 
Dealers say that 10 to a box is 
the logical way to pack high- 
grade shells. 

The Winchester Repeating 
Arms Company will accede to 
the wishes of the public and 
trade by packing its Leader 
shells 10 to the box. 


matter of full understanding or ap- 
preciation to chance, but is adver- 
tising its plan widely, emphasizing 
to parents the educational and cul- 
tural advantages of picture-making. 

The business advantages which 
the company expects to gain from 
this free distribution of cameras are 
frankly stated in the advertising, in 
which it says: 

“The gift is made with two ends 
in view: 

“From a sentimental standpoint: 
As a token of appreciation to the 
grandparents and parents who for 
50 years have played so important a 
part in the development of amateur 
picture-making in America, and of 
the Eastman Kodak Company. To 
place in the hands of their children 
and grandchildren an admittedly im- 
portant educational and character- 
bulding force. 

“From a business standpoint: As 
a means of interesting hundreds of 
thousands more children in picture- 
taking. And thus to raise amateur 
photography, among the coming 
generation, to even greater heights 
than its present remarkable peak. 
For as amateur photography in- 
creases in popularity, the use of Ko- 
dak products will naturally increase 
with it.” 

The “copy” which Mrs. Coolidge 
contributed to the Eastman celebra- 
tion is as follows: 

“There are many delightful ways 
of celebrating a birthday, and giv- 
ing a party for a group of friends 
is one of the most popular. The 
party which Mr. George Eastman 
and his company are planning for 
the celebration of the fiftieth anni- 
versary of Kodak is unique, and the 
guest list is to be made up of boys 
and girls who attain the age of 
twelve during the year in which it 
reaches the half-century mark. 

“Instead of coming together to 
play games and eat ice-cream and 
cake to appease the appetite, each 
guest is to receive a Golden Anni- 
versary camera and film by means 
of which he will be able to satisfy 
and develop his appreciation of the 
beautiful things of nature and make 
lasting revords. 

“Thus, he will be a guest at that 
delightful sort of party which never 
ends; and as the years pass he will 
be united with the other guests in a 
common interest, and with his par- 
ents continue to wish his hosts many 
happy returns of the _ birthday 
through the pleasure which they 
have so freely and thoughtfully giv- 
en their young friends. 

“GRACE COOLIDGE.” 


Holeproof President Dead 


Edward Freschl, 53, president of 
the Holepreof Hosiery Company, 
Milwaukee, died March 28 at Mount 
Sinai hospital following an opera- 
tion. In 1905 he initiated the policy 
of advertising hosiery in national 
mediums. 

The employment of world famous 
artists in creating illustrations for 
his advertisements was one of Mr. 
Freschl’s ideas. He always believed 
that commercial advertising should 
be raised to the plane of dignified 
art. 


Advertising Tires 
Boys’ magazines, automotive trade 
papers and direct mail will be used 
for the advertising of Vitalic bicycle 
tires and automotive rubber goods 
manufactured by the Continental 
Rubber Works, Erie, Pa. 
This account is now handled by 
Clark-McDaniel-Fisher & Spellman, 
Inc., of Akron and Cleveland. 


Wilson on Wall St. 


Edwin Bird Wilson, Inc., finan- 
cial advertising agency of New York, 
has given up its quarters at 9 Han- 
over street in favor of a location at 
120 Wall street. 


Swift & Company 


Will Advertise 
Packaged Meats 


Swift & Co., packers of Chicago 
and other cities, are planning to ad- 
vertise packaged and _ identifiable 
meats, tests having proved the feasi- 
bility of the idea of trade-marking 
meats which are put up in individual 
packages. 

These meats are cut and trimmed 
to ordinary family-sized purchases, 
they are prepared for market by the 
new freezing method and are held 
below the freezing point until sold 
to the consumer. Meats are shipped 
in refrigerator cars and are under 
constant refrigeration. Exhaustive 
tests have been made by the pack- 
ers with shipments to all parts of 
the country. 

A number of the packages are cel- 
lophane-wrapped, and it is now pos- 
sible to brand fresh meats so that 
the housewife may know she is se- 
curing quality goods. The weight is 
stamped on the package. 

Rib and loin lamb chops, leg of 
lamb, shoulder of lamb, rolled lamb 
roast, loin roasts and lamb for stew 
are now being packaged. Pork chops 
and pork tenderloin also may be 
had in packages. Beef steaks are 
now available, and roasts soon will 
be on the market. 

Each package bears the label and 
the name of a brand upon which the 
packer has spent many millions of 
dollars to establish it as a quality 
product. 

The packers say that when na- 
tional distribution of the product is 
obtained, there will be distinct ad- 
vantages accruing to livestock pro- 
ducer, retail dealer and consumer as 
well as to themselves. Meats will be 
trimmed at the packing plant where 
the trimmings can be utilized while 
fresh, and this will provide a dis- 
tinct saving. 

The marketing of consumer cuts 
on a nation-wide scale will simplify 
the retailer’s problem by enabling 
him to know just what each product 
costs, by speeding up his turnover, 
by reducing his trimming and 
shrinkage loss, and by enabling him 
to carry a larger assortment of 
goods with a smaller investment. 
This method also enables the retail- 
er to handle only those cuts that are 
in demand by his trade. 


Fifteen More for 
Financial Advertisers 


The Financial Advertisers Asso- 
ciation has added 15 members to 
its roster. New corporate member- 
ships include Slayton-Learoyd, Inc., 
Boston, H. E. Slayton; Exchange 
National Bank, Colorado Springs, 
C. C. Morris: Farmers Trust Co., 
Indianapolis, Miss Florence S. Kirk- 
wood; Equitable & Central Trust 
Co., Detroit, Storm Vanderzee; First 
Camden National Bank & Trust Co., 
Camden, N. J., Jay Knox; J. J. B. 
Hilliard & Son, Louisville; Chap- 
man Bank & Trust Co., Portland, 
Ore., P. K. Parker; Ames National 
Bank, Ames, Ia., I. O. Hasbrouck; 
First National Bank of Port Arthur, 
Port Arthur, Tex., A. C. Reichle; 
American Founders Corporation, 
New York, R. S. Jones; Albert E. 
Peirce & Co., Chicago. 

New associate members are Geo. 
P. Thomas, New York, and Fuller 
& Smith, Cleveland. 


New Tracy-Parry Accounts 

Tracy-Parry Company, Inc., of 
Philadelphia, have been appointed 
by George B. Evans Chemical Com- 
pany, of that city, to handle the ad- 
vertising of Evans Perfumed Depili- 
tory and Nay, a new Evans deodo- 
rant. Newspapers and trade maga- 
zines will be used. 

Western Saving Fund Society of 
Philadelphia, has also placed its ad- 
vertising account with Tracy-Parry 
Company. A newspaper campaign 
has just been launched featuring 
the age and strength of this mutual 
savings institution. 

The same Philadelphia agency has 
been appointed by Hughes-Foulkrod 
Company, Philadelphia industrial 
and institutional building contrac- 
tors. A national direct-mail cam- 
paign to industrial firms and con- 
struction engineers will be started. 

Evins F. Glore & Son, New York, 
have selected Tracy-Parry to direct 
their advertising of “Gloco” heating 
specialties. Trade papers and direct- 
mail will be used. 


——— 
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Conventions: Job 


for Specialists 
Philadelphia, April 17.—Na. 
tional Convention Management 
has been formed here to pro- 
vide a complete convention 
service for advertisers and 
trade organizations. It plans 
to eliminate hit-or-miss factors 
from sales meetings and lift 
responsibility from company 
executives, 
T. Wayne McDowell, for- 
merly with Atwater Kent, is 
president. 


Denver Club 
To Work On 
Set Schedule 


The Denver Advertising Club is 
considering this schedule, as _pro- 
posed by a special committee: 


“One meeting devoted to display 
of best examples of local advertising 
of the year, and reasons for selec. 
lights of national advertising prac- 
tices, these, logically, to precede or 
follow closely the three allocated to 
retail advertising, since major sell- 
ing seasons interlock closely. 


“One meeting devoted to a display 
of the best examples of national ad- 
vertising of the year, with an an- 
alysis and a special committee in 
charge. 


“Four meetings to be reserved for 
subjects vitally concerning the Den- 
ver area, with speakers such as the 
Mayor, the Governor, some utility 
head, or a national figure; such 
meetings to have priority over all 
others. 


“One meeting devoted to the Den- 
ver Chamber of Commerce, with the 
president of the Chamber as the 
speaker. 


“One meeting devoted to changing 
trends in advertising and selling, or 
research or marketing, to be a re- 
sume of all major activities of the 
year, in charge of a selected individ- 
ual who would draw upon club per- 
sonnel for a composite picture. 


“One meeting on the Better Busi- 
ness Bureau. 


“Two meetings on market re- 
search. 


“Three regular meetings devoted 
to the three main annual events— 
annual meeting, Christmas party, 
annual club picnic. 

“One meeting devoted to Colorado 
Association. 


Study Advertising Successes 
“Three meetings devoted to study 
and analysis of retail advertising. 
These should be at the height of the 
three outstanding selling seasons 
for retail trade, namely, spring, fall, 
and Christmas. 


“Six meetings devoted to book re- 
views, thoroughly organized, that 
current publications dealing with 
advertising, selling, business and 
economics shall be offered the club 
membership as information and in- 
struction. 


“Two meetings devoted to prac- 
tical study and demonstration of 
radio. 


“Three meetings devoted to the 
study and growth of newspaper ad- 
vertising. 


“Two meetings devoted to inten- 
sive study of the principles and pro- 
visions, with examples, of successful 
direct mail advertising. 


“Two meetings devoted to the ac- 
cepted and changing standards and 
successes in outdoor advertising. 


“Two meetings devoted to adver- 
tising agency practices. 


“Twelve meetings, one each month, 


devoted to outside topics, such as © 


travelogs; or to forums and sym- 
posiums; 
timely subjects. 


“Further meetings reserved, for 
emergency; for Advertising Federa- 
tion, District 11, or club relationship 
matters; or for other timely pur- 
poses.” 
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ADVERTISING AGE 


Bauer & Black O. K. 
Plan of Centralized 
Sales and Advertising 


Many advertisers are pondering 
the proposal that sales and advertis- 
ing activities should be interlocked 
under a single directing head, who 
would be known as the director of 
distribution or marketing. 

Such a set-up was established by 
the Bauer & Black Division of The 
Kendall Company, Chicago, manufac- 
turers of surgical dressings, over a 
year ago. And Arthur H. Ogle, as- 
sistant director of marketing under 
the new regime, says that the plan 
works. 

“Marketing is the dominant factor 
in modern business, but marketing 
has not been as scientifically organ- 
ized as other phases of manage- 
ment,” said Mr. Ogle to ADVERTIS- 
inc AcgE.. “The re-organization we 
have made was for the purpose of 
applying the soundest principles of 
modern management to all phases of 
our marketing problem. 

“However, there is no doubt in my 
mind that independent control of the 
advertising and sales departments 
under present day conditions repre- 
sents a needless sacrifice of efficiency. 

“Teamwork is impaired under this 
anachronistic arrangement. Issues 
between the departments are left to 
the decision of a management whose 
attention is necessarily distracted 
from the merchandising program by 
the press of other matters. 

Nobody’s Business 


“The weakness involved in separ- 
ate administration for the advertis- 
ing and sales departments is 
emphasized by the growing import- 
ance of product analysis and market 
research. When divided between the 
two departments, these activities are 
neglected, and the results are not 
likely to be valuable, as the conclu- 
sions are affected by the specialized 
viewpoints involved. 

“The distinctive features of our 
set-up are that it gives us a division 
between line and staff activities and 
that the statistical, analytical and 
sales planning work is carried on 
independently of either the advertis- 
ing or sales operating departments 
which are concerned only with line 
duty, or the execution of the mer- 
chandising plan. Both sales planning 
and research, however, are carried 
on in closest cooperation with the 
line departments, to insure a plan 
that is sound and practical. 

“Besides the sales operating and 
advertising departments, we have 
added two other independent depart- 
ments of equal importance — sales 
planning and market research. The 
work of the four departments is co- 
ordinated and controlled under the 
direction of C. K. Perkins, vice-presi- 
dent and director of marketing. 

Centralizing Activities 

“Under the new arrangement we 
have sought to make merchandising 
men of everyone connected with the 
four departments, including the sales- 
men. The work is so closely related 
that we must work in closest har- 
mony, but the departmental divisions 
Serve to decentralize different types 
of activity under a centralized 
control. 

“One of the most important de- 
partments is that of sales planning. 
This might be compared to a cab- 
met in which all departments are 
represented, and to it are assigned 
the specific functions of merchandis- 
ing and product development. Here, 
i cooperation with other depart- 
ments of the Marketing Division, 
we decide upon what will be sold, 
the prices and margins of discounts, 
the means to be employed for get- 
ting the business, what part the 
sales operating and advertising de- 
partments will play and how much 
money they can spend. 

“It will be noted that our sales 
Planning department has the power 
to decide upon new products, to fix 
Prices and to weed out any goods 
that are not profitable either from 
4 monetary standpoint or as a serv- 
lee to the trade. It is our theory 


that if the marketing division is to 
take the responsibility for the profit 
of the business, it should have the 
right to say what it will sell. 

New Products Considered 

“This department also has the au- 
thority to make changes in products 
or prices and to turn thumbs up or 
down on any new products that are 
suggested. This last is an important 
function that requires thorough un- 
derstanding of the conditions. In 
many companies, a new product is 
adopted haphazardly because it is 
allied to the line, or can be made of 
materials regularly on hand, or ties 
in with manufacturing processes, or 
is handled by the same class of trade. 

“These economies are, of course, 
desirable, but the important thing is 
the salability of the article. It seems 
to us that this question can be an- 
swered only by those in charge of 
merchandising. 

“The rapid changes taking place 
these days make it imperative that 
goods be constantly studied with re- 
gard to possible changes and im- 
provements. Every item in our line 
is put under the microscope by this 
department at least twice a year. 


Getting Their Orders 

“After the merchandising plan has 
been worked out by the sales plan- 
ning department, it is put into execu- 
tion by the advertising and sales 
operating departments. Actually, the 
advertising department has worked 
concurrently on many phases of the 
plan, so that material which must 
be prepared for in advance will be 
ready when the plan goes into oper- 
ation. 

“Another unusual feature of our 
set-up is that the market research 
department is operated independent- 
ly and plays a more inportant role 
than it otherwise would. It combines 
the sales statistical work, usually as- 
signed to the sales department, with 
the accumulation of market data, 
which is in many cases the task of 
the advertising department. 

“These facts and figures are of 
vital importance in planning activi- 
ties, and it is imperative that they 
be accurate. When either the sales 
or advertising department is entrust- 
ed with the performance of all or 
part of the work, it causes a divided 
responsibility which fails to get the 
best results. 

Compiling Sales Figures 

“Our market research department 
has several responsibilities. The first 
is the day-to-day and week-to-week 
job of compiling sales statistics from 
orders received and interpreting 
them with regard to accomplishment, 
budgets, plans, general market con- 
ditions, district and territorial activ- 
ities, sales potentialities and all other 
factors that enter into the work of 
the company. 

“The second duty of this depart- 
ment is to study markets with rela- 
tion to potential sales of products, 
whether old products or proposed 
new ones, and to ascertain the trends 
of consumer needs and preferences. 
Another function is to analyze 
jobber and dealer profits, and still 
another is to conduct tests of experi- 
mental advertising, including tests of 
store merchandising plans. 

“The new working arrangement 
has resulted in radical changes in 
our advertising policy based on the 
findings of the market research de- 
partment. 


How to Increase Sales 


“Through a series of tests con- 
ducted by this department for over 
a year in more than 100 retail stores, 
we discovered that the sale of surgi- 
cal dressings and allied goods—the 
backbone of the line, which had al- 
ways been thought of by druggists 
as a staple proposition and not sub- 
ject to merchandising activities— 
could be increased from 100 percent 
to 500 percent by the simplest kind 
of merchandising. 


BAUER & BLACK MARKETING CHART 
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“With the evidence we accumulated, 
we are now able to show the druggist 
that lack of sales on these items is 
due simply to neglect. Cotton, which 
is used in applying cosmetics as well 
as for surgical dressings, and ad- 
hesive tape, which has a hundred 
useful purposes around the house, 
has been shown to be especially sus- 
ceptible to merchandising activities. 

“We are following up this prelimi- 
nary work with an advertising cam- 
paign to the consumer on our general 
line—the first in our history—for 
which we are using general maga- 
zines and newspapers. Heretofore, 
we have limited our advertising 
largely to our specialties, Blue-Jay 
corn plasters and Pal athletic sup- 
porters, plus some institutional ad- 
vertising. 

“Throughout 1930 the new cam- 
paign is devoted to publicizing the 


druggist in a dramatic way as an 
unselfish servant of the community. 
It is a fact that the druggist is not 
only a merchant with something to 
sell but a professional man with high 
standards, who serves his community 
in many ways without profit. In our 
advertising we have given recogni- 
tion to this unselfishness. In addi- 
tion, each advertisement includes 
from four to twenty panels of equal 
size, carrying in each panel the illus- 
tration of one of our products with 
a brief description. The object, of 
course, is to familiarize the public 
with the different items in the line 
and to stress Bauer & Black quality. 
It is no secret, of course, that we 
hope the advertising will bind us 
more closely to the trade, as well as 
bring public appreciation to the 


Texas Has Two New 
Advertising Clubs 


Two new advertising clubs have 
been formed in Texas. The Valley 
Advertising Club is headed by R. J. 
Meeker, Mercedes. W. L. Pende- 
graft, Brownsville, is vice-president, 
and Robert Bray, Mission, secretary- 
treasurer. 

The Austin Advertising Club has 
Carl H. Mueller as president; John 
A. Ferris, vice-president; Billy 
Wyse, secretary. 

Both clubs have affiliated with the 
Tenth District, Advertising Federa- 
tion of America. 


Knight Survey 
Finished in Seattle 


The Emerson B. Knight survey 
of Seattle, just completed, shows 
that the Northwestern metropolis 
spends more money per capita for 
radios, refrigerators and automo- 
biles than any other leading city of 
the country. The survey was made 
by 16 bonded investigators who re- 
lied on personal interviews. 

Sixty-eight per cent of Seattle 
residents are in the middle buying 
power class, 7 per cent in the high 
group and about 24 per cent in the 


druggist.” low class. 


No. é of a Series 


WHAT HAVE THE 


19205 


DONE TO US? 


Thomas Beer, who held up the 
’Nineties to view in ‘The Mauve 
Decade,” has written of the 1920's 
for the May Scribner's. 

It is a real estimate of what 
the rebels of the '20’s accom- 
plished and what happened to 
the American Mind during that 
period. 

Mr. Beer points out the differ- 
ent frame of mind of the men-in- 
the-street today: what he thinks 
about:— 

1. Prosperity 

2. Advertising 

3. Who is boss in America. 

It weaves in the gorgeousness 
and zest of life in America today. 

It should interest you par- 


ticularly. Don't miss it in the 
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The Manufacturer and the T vade-In 


The use of national magazine ad- 
vertising as a means of assisting 
dealers to make profitable sales of 
used cars, a plan adopted by the 
Buick Motor Company, was reported 
in a news story in the April 12 is- 
sue of ADVERTISING AGE. 

The significance of the step is 
more than appears on the surface. 
It indicates that finally the manu- 
facturers are realizing that the used- 
car problem is one which the whole 
industry. must solve. Heretofore it 
has been regarded as primarily one 
of the troubles of the dealer. 


Manufacturers of automobiles have 
been riding to prosperity, in many 
cases, on the shoulders of their 
dealers. There is no telling how 
much money has been lost in the ef- 
fort to establish successful dealer- 
ships. It is not as much as the net 
profits of the manufacturers, but it 
represents a good fraction of them. 
Dealers have spent their money to 
build up retail automobile businesses, 
and in many cases they have lost it 
without ever having reached their 
objective. The used car has fre- 
quently played a part in the result. 

General Motors has contributed a 
worth-while idea in the plan for 
junking automobiles. That will re- 
tire some of the old cars which have 
been kept in service as much for 
trading purposes as anything else. 
It will make a little more room on 
the highways, a feature which is of 
increasing importance. But of course 
it will not affect the used-car prob- 
lem as a whole. 


Boosting the 


Buick is trying to create a market 
for used Buicks among those who or- 
dinarily would purchase a cheaper 
car new. Obviously that is a com- 
petitive situation, for the used Buick 
at $450 is just as much in competi- 
tion with the Ford as the Chevrolet 
is. Buick is using magazine space 
and newspaper display to build up a 
definite demand for reconditioned 
Buicks sold by Buick dealers. 


Manufacturers in all lines where 
the dealer must take old equipment 
in trade are interested in this sub- 
ject, because it is one which is vital 
to them as well as to their dealers. 
It is not enough to set up a financ- 
ing system by means of which the 
customer is enabled to buy on de- 
ferred payments, and is thus induced 
to trade in his old machine before it 
has been completely worn out. The 
dealer must resell the trade-in before 
he makes a profit, and the manufac- 
turer is interested in seeing that he 
makes that profit. If he doesn’t, he 
is likely to fade out of the picture as 
the sales representative of the 
manufacturer. 

The Buick idea will be watched 
with interest. It is likely to be used 
by other divisions of General Motors 
and by other automobile manufac- 
turers. With their experience in 
mind, manufacturers in other fields 
having similar problems will be in a 
position to act, and to decide how far 
their advertising should be used to 
help the dealer to resell the used 


equipment he has taken in trade. 


th 


Other Fellow 


A current advertisement of the! with which they may be used. This 


Mennen Company, advertising its 
shaving creams, is headed, “Any 
blade will give you two more shaves,” 
and the illustration shows and names 
Ever-ready, Gillette, Schick, Gem 
and Auto-Strop blades. 

That was good advertising, but it 
was interesting besides, in suggest- 
ing the way in which an advertiser 
can boost the other fellow without in 
any way injuring himself, but in 
most cases actually making a better 
advertisement because of its more 
specific qualities. 

Every product is used in connec- 
tion with some other product. The 
use of a tooth-paste calls for a tooth- 
brush, and vice versa. The use of 
fcods require dishes and table-linens. 
The use of automobile tires and ac- 
cessories involves ownership of mo- 
tor cars. Nothing is bought or used 
alone. 

Most advertisements, however, 
carry no mention of the related pro- 
ducts. The illustrations of the adver- 
tised goods do not show the products 


| may be partly because of the desire 
‘not to favor one competitive product 
against another, but the real reason 
is that it is not being done. But Men- 
nen is doing it, and it seems to be a 
safe and interesting innovation. 

It has some practical aspects, such 
as the possibility of putting extra 
values into advertising space without 
extra cost. If the owner of a Sim- 
mons bed wakes to the tune of a Big 
Ben, and if the user of Prince Albert 
smoking fobacco employes a Dunhill 
pipe, there is no good reason why he 
shouldn’t be shown in the advertis- 
ing to be using those things—nor 
why the advertisers of the latter 
shouldn’t reciprocate when the time 
comes. 


Incidental advertising by the other 
fellow is mighty effective, because it 
is disinterested, and there seems to 
be plenty of opportunities to use it 
without diverting the attention of 
the reader from the product which 
the advertiser is paying to bring to 
his consideration. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


71. Time’s Circulation. 


A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


72. Analysis of Products and 
Brands Carried by Seed Deal- 
ers. 

Results of a survey by Seed World, 
Chicago, covering the activities of 
dealers in this field in the merchan- 
dising of many lines other than 
seeds, from baby chicks and bee sup- 
plies to stock remedies and weed de- 
stroyers. 


Progress in Vocational Educa- 
tion. 


A 40-page pamphlet reviewing the 
progress in Vocational Agriculture 
from 1917 to 1927, a government de- 
partment bulletin; deals with the 
nation wide scope of this rural edu- 
cational program, its growth, meth- 
ods employed and results achieved. 
Distributed by Better Farm Equip- 
ment and Methods, St. Louis. 


73. 


74. Dealer Influence in the Auto- 


mobile Industry. 

The influence of a publication in a 
specified industry is described in an 
interesting way by this unusual 
booklet. Published by Christian 
Science Monitor. 


75. Advertisers’ Extra of Life. 

This is a special 56-page issue of 
Life for advertising men. If any of 
them think that humor is without 
any specific function, he may learn 
otherwise by a perusal of this vol- 
ume. “Laugh while you learn,” as 
the publishers say. 

76. The Intelligence Factor in Ad- 
vertising. 

The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


21. The Hospital Field. 


An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
it is necessary to use two or more 
papers to do a good job. Published 
by Hospital Management, Chicago. 


47. The New Era in Food Distribu- 


tion. 

A discussion on food advertising 
and food distribution problems at a 
luncheon tendered to food distribu- 
tors and advertising executives by 
The New Era in Food Distribution, 
Chicago, by whom the booklet is 
issued. 


49. American Resorts. 


A booklet of 18 pages giving a 
market analysis of the resort indus- 
try in America, in the preparation 
of which 11,000 such establishments 
were investigated. Published by 
American Resorts, Chicago. 


50. Facts About the Golf Market. 


A folder which presents the major 
sport business from the standpoint 
of golf club investment, expendi- 
tures, buying practices, selling chan- 
nels, growth and future. Published 
by Golfdom, Chicago. 


56. Trade Advertising. 

An 8-page folder discussing the 
position of the trade paper in the 
textile-apparel industry. Published 


by Fairchild Publications, New York. 


——$———<—=. 


ARISTOCRACY OF THE FUTURE 
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—Life. 


“Yes, these are the ancestral portraits.” 


Voice of the Advertiser 


Publications Should 


Stick to Publishing? 

To the Editor: We do not use 
newspapers, hence are unable to give 
an opinion as to the amount of 
service they should render. 

In the business paper field, how- 
ever, we have seen many cases 
where much harm has resulted from 
outside tampering with the merchan- 
dising and distribution problems of 
advertisers. 

On general principles, we would 
say that publications of all kinds 
might well confine themselves to the 
publishing business. 


RosBert D. BLACK, 


Adv. Mgr., 
Black & Decker Mfg. Co., 
Towson, Md. 
* * * 


The Space Question 

To the Editor: The question of 
small space against large will always 
be a debatable one. We have used 
both types and are unable to make 
any definite statement as to which 
is the more effective. In our opinion, 
it depends upon the market and 
whether the product is well estab- 
lished or is being introduced. 

Generally speaking, for a_ well 
established product, we would prefer 
small space. To introduce a new 
product we would take large space, 
gradually reducing the size as the 
product was accepted. 

DONALD B. LowrIE, 
Adv. Dept., 
Quaker Oats Co., Chicago. 
* *” * 


Who First “Said 
It With Flowers”? 


To the Editor: The origin of the 
slogan “Say It With Flowers,” prob- 
ably the best known in this country, 
is very much in dispute. We have 
never dared say very much about it. 

Harry Penn, chairman of the Na- 
tional publicity committee of the 
Society of American Florists and 
Ornamental Horticulturists, which 
is the sponsor for the present florist 
advertising campaign, told me one 
time that the phrase just naturally 
sprang full-born in a conversation 
between him and Major O’Keefe, 
Boston advertising man, who was 
then conducting the campaign. 

He said that he and Major.O’Keefe 
were trying to figure out whethey 
they should use a slogan or whether 


they should quote a verse from 
Shakespeare or somebody else. They 
had looked up a lot of reference 
books and volumes of poetry about 
flowers. 

In the discussion this _ slogan 
cropped up—rather incidentally at 
first. But it grew on them and finally 
it was adopted. Mr. Penn does not 
know whether he or Major O’Keefe 
was the first actually to speak these 
four words. 

All this happened 15 or 20 years 
ago. This story is probably at least 
as authentic as any of the others 
that are going around. A number 
have claimed the distinction. 

JAMES R. BRANSON, 
Editorial Director, 
National Campaign Head- 
quarters, Indianapolis. 
* * * 


Crane Company Has 
194 Sales Offices 


To the Editor: In a recent issue 
you stated that the Crane Company, 
Chicago, has 61 branches and that 
its instalment method of selling will 
be financed by the First Bank Stock 
Corporation. 

The Crane Company now operates 
194 branches and sales offices 
throughout the world, and the in- 
stalment plan is being financed by 
the First Bancredit Corporation. 

FREDA JACOBSOHN, 
Charles Daniel Frey Co., 


Chicago. 
* * 


Shooting Three Colors 


with a Single Plate 

To the Editor: Your issue of 
March 8 tells of a camera that shoots 
three primary colors at once. This, 
I understand, requires three plates 
exposed simultaneously through one 
lens. 

It may interest some of your read- 
ers to know that we are selling an 
improved color plate that gives ap- 
proximately all the colors and shades 
on a single plate which can be used 
with any regulation camera. 

This really wonderful system of 
color photography was worked out 
for medical records, but since it re 
produces original colors it has also 
found a place in several other fields. 

L. B. PAMBRuUM, 

General Electric X-Ray Corp., 

Chicago. 
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ADVERTISING AGE 


SUES WHEN COPY 
IS REFUSED BY 
NEWSPAPERS 


Court to Decide Interesting 
Question 


Pittsburg, April 17— Whether a 
newspaper may arbitrarily exclude 
any advertiser from its columns will 
be determined by a suit for $75,000 
filed against the Pittsburg Automo- 
bile Dealers Association, with the 
Pittsburgh Press, Pittsburgh Post- 
Gazette and the Pittsburgh Sun- 
Telegraph as co-defendants. 

The plaintiff is the Carroll Chand- 
ler Sales Company which alleges that 
the automobile organization brought 
pressure to prevent newspapers from 
accepting its copy. 

The following statement was giv- 
en out by Thomas L. Sidlo, of Cleve- 
land, general counsel for the Scripps- 
Howard Newspapers: 

“In a suit filed against one of our 
newspapers because of its refusal to 
accept and publish certain proffered 
advertising, the claim is made that a 
newspaper is an enterprise of so 
public a character that it must ac- 
cept all advertising which is not in- 
decent, immoral, or otherwise illegal. 

Has Paper An Option? 

“The precise question raised by 
this claim is of much interest and 
concern to newspapers generally, and 
is this: 

“Is a newspaper free to exercise 
the option, which it now has and now 
exercises, to determine for itself, 
either with or without an announced 
reason, whether or not it will accept 
and publish matter offered for pub- 
lication as advertising? 

“Otherwise stated: Does a news- 
paper occupy a status similar to 
that of theaters, railroads and cer- 
tain other quasi-public enterprises, 
and is therefore bound to accept the 
patronage of and publish advertis- 
ing matter offered by anyone who is 
not grossly offensive and ‘has the 
price’? 

“That a newspaper is subject to 
such restraint of decision has been 
held in this country apparently only 
by one (an Ohio) court of inferior 
jurisdiction, but that ruling has been 
cited by legal reference books in 
general use. . 

“Those responsible for the man- 
agement of newspapers have gener- 
ally thought that in the matter of 
furnishing advertising space, the 
newspaper was not a quasi-public en- 
terprise, but that it occupies a status 
similar to, for instance, the grocer, 
cigar dealer, or carpenter, that it is 
entirely free to accept customers or 
patronage as it pleases; and that it 
is also free to refuse that patron- 
age, whether or not a reason for 
such refusal be given. This ques- 
tion will be passed upon by the 
courts some day, but quite obviously, 
if it is determined that a newspaper 
Is subject to such constraint, the 
conduct of its business might be ser- 
lously embarrassed. 

Is Free Agent 

“Newspapers, therefore, should 
continuingly hold and maintain, un- 
til restrained by the decisions of 
courts of last resort, that the accept- 
ance and publication of advertising 
1s not such a service as can be re- 
quired to be performed by them 
against their will. There is no doubt 
whatever that it is now the law that 
newspapers may refuse to accept or 
publish untrue, deceptive or mis- 
leading advertisements, that they 
may refuse to accept and publish ad- 
vertisements on account of lack of 
space or because the matter request- 
ed to be published is indecent, sug- 
gestive, or immoral, or is for persons 
or institutions who are thereby hop- 
ing to further a business or activity 
which is illegal or against public 
policy. 

“Whether or not a reason should 
be given for the refusal to accept 
and publish advertising matter of- 
fered to a newspaper should be de- 


Good Will 


Philadelphia, April 17.—Be- 
fore he received either a 
sample or a price list of the 
new line of caps being manu- 
factured by the John B. Stet- 
son Company, R. Wilson Jones, 
salesman in Kansas and 
Nebraska, turned in orders for 
156 dozen caps to 77 dealers. 

The latter were ready to bet 
their money that both the mer- 
chandise and the price were 
right. 


termined by the nature of each indi- 
vidual case. When available facts 
fortify the newspaper management 
in its refusal of advertising for any 
of the reasons above-mentioned, it 
might be well to give such reasons, 
although in our view it is not neces- 
sary to do so. Where the manage- 
ment, for reasons of private concern 
to the newspaper, does not feel free 
to state such reasons, or knows that, 
while valid, the statement of such 
reasons would nevertheless provoke 
only contention, they should feel free 
to refuse the proffered advertising 
without other explanation than that 
they are unable to insert the adver- 
tisement. 

“It can be readily seen that, un- 
less newspapers continue to have and 
to exercise this right, their business 
in an extreme case might virtually 
be destroyed, because of the enforced 
publication of advertising matter 
which, in itself, is not offensive or 
legally objectionable, but which could 
give the newspaper such a flavor and 
character as to destroy its availa- 
bility as an agency of public infor- 
mation and as a generally satisfac- 
tory advertising medium.” 


Purge Financial 
Columns, Urges 
A. E. Bryson 


Pointing out that financial adver- 
tisers are more dependent on public 
confidence than any other class, A. 
E. Bryson, president of the Finan- 
cial Advertisers Association, is 
urging advertising men in this 
category to insist that newspapers 
clean up their financial columns. 
Mr. Bryson’s indictment was con- 
tained in the current issue of the 
association’s Bulletin. 

“The bucket shop, the fly-by-night 
promoter and their tribe have been 
pretty well smoked out of legitimate 
publications,” said Mr. Bryson, “but 
a newer menace in the form of 
advertising by tipster sheets and 
so-called advisory services, many of 
which are in reality simply tipster 
services, are all too commonly 
accepted by representative newspa- 
pers and magazines. 

“Certainly the advertising of legit- 
imate financial institutions is ren- 
dered less effective if it has for a 
companion a scarehead announce- 
ment promising the investor 300 per 
cent profit in six months, or some- 
thing equally absurd. 

“As an association, there are 
limits to what we can do to meet 
this problem. As individuals, how- 
ever, we can seek to awaken com- 
placent advertisers who fail to 
comprehend the seriousness of this 
threat at the very foundation of all 
advertising. 

“We can seek to strike the blinders 
from the eyes of publishers who, 
guilty of the same cupidity as the 
offending advertisers, will, if this 
tendency is unchecked, bring their 
houses down on their heads.” 


Paint Manufacturer 
Buys Radio Station 


The Cook Paint & Varnish Co., of 
Kansas City, has purchased Station 
WHB, heretofore operated by the 
Sweeney Auto School. New broad- 
casting equipment has been ordered. 


Now Kreicker & Meloan 


William G. Kreicker & Co., indus- 
trial advertising agency of Chicago, 
has become Kreicker & Meloan, Inc. 


The change is one of name only. 


Chicago Women 
Announce Their 


1930 Nominees 


It was a busy week for the Wo- 
men’s Advertising Club of Chicago, 
with Laura A. Johnson, chairman of 
the nominating committee, coming 
out with the 1930 slate and Miss 
Olive W. Dennis, service engineer of 
the Baltimore & Ohio Railroad, ad- 
dressing the club Friday. 

Miss Dennis has the job of mak- 
ing the B. & O. a favorite with wo- 
men. She makes frequent and cri- 
tical trips over the system and re- 
ports only to the president of the 
company. 

Here is the schedule drawn up by 
the nominating committee for the 
May election: 

For. president: Josephine Snapp, 
The Household Magazine; for first 
vice-president, Marjorie Fletcher, 
Blackett, Sample & Hummert, Inc.; 
for second vice-president, Lucille 
Fisk, American Home Magazine Pub- 
lishers; for treasurer, Helen Craw- 
ford, Capper’s Farm Press; for 
recording secretary, Kathleen Yeast, 
Scot Forsman Co.; corresponding 


Olive W. Dennis 


secretary, Martha Delaplaine, Stack- 
Goble Advertising Agency. 

For chairman finance committee, 
Marie Nyhan, Buckley, Dement & 
Co.; for chairman social committee, 
Scotch Jenness, Holland’s Magazine; 
for chairman vocational committee, 
Georgia Rawson, State Teachers’ As- 
sociations; for historian, Mary 
Coffey, Guenther Bradford & Co.; 
membership committee, Marion Mer- 
rill, Liberty; publicity committee, 
Imogene McCaig, Loftis Bros. & Co.; 
program committee, Ruth Gragg, 
McQuinn & Co. 

The club has three new members 
in Lila Irene Lewis, William H. 
Rankin Company; Annie L. Harri- 
son, Carroll Dean Murphy, Inc., and 
Verne C. Taylor, J. Walter Thomp- 
son Company. 

The next social event will be a 
splash party, April 25, at the Illinois 
Women’s Athletic Club. 


Kelvinator in Japan 


The Kelvinator Export Corpora- 
tion has concluded arrangements for 
representation in Japan through 
Ryobi Denki Shokai, Ltd., Tokyo. 
B. H. Morash, Kelvinator represen- 
tative, will remain in Japan to assist 
in the organization of the sales pro- 
gram. 
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USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


find nw MARKETS 
in 1930 


In the press of competition for business in 1930, 

: you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


In this single volume are figures on a hundred 


major fields—data on production, distribution, 
buying set-ups, buying seasons, developments 


vse} Compiled from more than a thousand sources— 
5 Condensed into immediately available form— 
Indexed for easy reference— 


Authentic in every detail— 
And a complete directory of business publications, 


grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 
LEICA AMEE ee ATLL TERE IT: MAND NA 


cation is by far the most valuable 
extant from our standpoint.” 

“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketi for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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ADVERTISING AGE 


April 19, 1930 


a, 


Heads Little Rock Club 


Earl L. Saunders, secretary of the 
S. M. Brooks Advertising Agency, 
Little Rock, was elected president of 
the advertising club of that city at 
its annual meeting. 


Kit Carson and Joseph Martin 
were elected first and second vice- 
president. Miss Leonora Wilson 
was re-elected secretary. R. C. 
Stark, E. H. Eichenbaum and R. E. 
Wait were made directors. The new 
officers assume their duties at the 
first May meeting. 


“San Francisco News” 
Planning to Expand 


The San Francisco News, a 
Scripps - Howard newspaper, has 
purchased the building formerly oc- 
cupied by the San Francisco Bulletin 
and will be in its new quarters by 
September 1. New mechanical equip- 
ment will be installed. 


Joins Export Agency 
: Douglas Wood Gibson has joined 
: the new business department of Jor- 
dan Advertising Abroad, New York. 


Send for 
sample copy and 
full information to 


Hoffman Publications, Inc. 
Dept. C., 114 E. 32nd St., N. Y¥. C. 
Also publishers of 
Amusement Park Management 
Linens Neckwear 
Advertising Specialties 
Industrial Retail Stores 
Trafic Regulation 


Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506, 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 
TRAFFIC WORLD. 


CATILC 


orld 


H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, Ill. 

New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 


FEMININE NOTE 
GAVE AUTHORITY 


TO TEXTILE PLAN’ 


How Pepperell Sold Personality 
Bedrooms 


St. Louis, April 17.—With a 
woman doing the styling and super- 
vising much of the copy writing, 
the Pepperell Manufacturing Com- 
pany, of Boston, gave a tremendous 
stimulus to its sales by creating the 
idea of “Personality Bedrooms,” 
and selling this idea to the public 
through department stores, Allyn 
B. McIntire, vice-president of the 
company, told the Women’s Adver- 
tising Club. Mr. McIntyre also ad- 
dressed the Advertising Club of St. 
Louis during his sojourn here. 


The company developed fadeless 
colored sheets for beds in 1928, fore- 
seeing that the vogue for color in 
various other household equipment 
might extend or be extended to 
sheets, in spite of the fact that 
snowy white was the traditional 
color for bed linens. 


Miss G. A. Erskine helped to de- 
velop the Personality Bedroom and 
to merchandise it to department 
stores. Gimbel Brothers, New York, 
were so impressed with the idea that 
they provided space for ten modern 
bedrooms in their establishment, 
each representing a different devel- 
opment of the basic idea. 


Getting National Display 

After a week of this display, 
orders went forth to install the same 
display in other Gimbel stores, and 
from this it was but a step to na- 
tion-wide display to support the ad- 
vertising. 

Personality Bedrooms _revolution- 
ized not only many homes through- 
out the country, but the established 
policy of the manufacturer. Since 
they embraced the idea of a room 
built around the personality and the 
coloring of the occupant, color was 
a primary requisite in the advertis- 
ing. The possible number of color 
combinations was unlimited, and 
each advertisement was designed to 
carry a definite suggestion to the 
reader. 

Miss Erskine wrote much of the 
advertising copy, and one phrase in 
particular is credited with having 
given the whole campaign the stamp 
of authority. It was contained in 
this paragraph: 


Femininity In Copy 

“Many women, instead of cover- 
ing their lovely colored sheets with 
the spread, now turn back the sheets 
over the spread about twelve inches 
—then plump up the pillows and 
stand them at the head. That gives a 
band of complementary color to har- 
monize or contrast with the spread 
and make a bed distinctive.” 

This could not have been written 
by a man, Mr. McIntire said. 

The beauty appeal in the advertis- 
ing overshadowed the question of 
price and enabled the company to 


BOUND-INDEXED 
Handy to File 


MEDIA ANALYSIS 
For Primary Field 


WEEKLY SERVICE 
On New Advertisers 


The National 
Advertising 
Records 


BOUND-INDEXED 
Handy for Reference 


YEARLY COMPARISON 
Since 1924 


ANALYTICAL TABLES 
In Each Field 


SELLING—is the major problem of our time, and ADVERTISING is its hand 


maiden. 


The Sales Strategy and Advertising Policy of each national advertiser 


unfold before your eyes month by month, if you are a subscriber to 


THe NATIONAL ADVERTISING RECORDS 


The primary media field is accurately and thoroughly checked for you month by month 


General Magazine Field, Farm Field, Radiocasting 


These are the Primary Media and show you 
the scope and consumer approach of your 
competitors for public favor. 


The strength and weakness of each publica- 
tion is accurately plotted for you in each 
given field. 


No ADVERTISER, AGENCY, or PUBLISHER can afford to be without the 
NATIONAL ADVERTISING RECORDS 


Confer today with our nearest office and have them shown to you. 
Special Reports Compiled on Application. 
The COST is small, the SERVICE is great! 


NATIONAL REGISTER PUBLISHING CO. 


NEW YORK, N. Y. — Sole Sales Agent 


245 Fifth Avenue, New York 
7 Water Street, Boston 
Cham 


140 South Dearborn Street, Chicago 
Russ Building, San Francisco 


ber of Commerce Building, Los Angeles 


Allyn B. McIntire 


merchandise sheets in a wide range 
of colors—maize, orchid, blue, pale 
green. The idea was developed care- 
fully and logically to overcome the 
predisposition of housewives to 
white. 

“The campaign was a triumph for 
an idea as contrasted to the featur- 
ing of price,” said Mr. McIntire. 
“While it may be impossible to 
escape price altogether in advertis- 
ing, it can at least be subordinated 
to a dominating idea. 

“Radio advertising was one of the 
important factors in our campaign 
and it developed more inquiries for 
our booklet than any other one 
medium. Direct mail was heavily 
used in co-operation with retailers, 
who provided the mailing lists.” 

In a few instances, hospitals have 
been induced to accept the idea of 
color in bed sheets. Some of the 
more advanced have accepted the 
innovation on the basis that it in- 
troduced a note of cheer into other- 
wise drab surroundings. 


More Facts Needed 

In addressing the Advertising 
Club of St. Louis, Mr. McIntire 
suggested that it might be all right 
for members to pull their watches 
and survey them closely, but that 
he would object if any of them held 
their timepieces to their ears to see 
whether or not they had stopped. 

Getting down to his subject, he 
said: 

“Too many advertising men have 
the feeling that actual facts regard- 
ing the merits of a product or serv- 
ice are not strong enough. If I say 
two and two are four, I have made 
as simple and truthful a statement 
as I can make. If I take the same 
fact and build it into an 86-word 
paragraph, I have not helped my 
cause an iota. 

“Two of the greatest pieces of 
literature are the Lord’s Prayer and 
Lincoln’s Gettysburg address. As 
simple, direct statements, I commend 
them to the copywriter. 

“The Goodrich Silver Fleet cam- 
paign is a good example of sim- 
plicity that pays. The idea is sa 
good that nothing but pure, unadul- 
terated facts were needed to put it 
over. 

“Bunk is frequently used to con- 
ceal a shortage of facts. You, as 
advertising men, have a greater op- 
portunity than anyone else to get 
the facts. You won’t find them in 
your office. You’ve got to dig for 
them. You’ve got to hit the rails and 
get some of the tough going your 
salesmen get. 

The Inquiring Reporter 

“Take a day off and meet the 
wholesaler, the retailer and the con- 
sumer. Spend a day ringing door 
bells. Select different types of 
neighborhoods. And don’t act like 
a census taker with a pencil in one 
hand and a piece of paper in the 
other. Don’t scare a woman into 
thinking you are a reporter and are 
going to quote her. Open your ears, 
listen hard and when you sift out 
all you have learned, you'll be a 
better advertising man.” 

Mr. McIntire said that though the 


Pepperell Manufacturing Company 
is 85 years old, it had made no con- 
sistent effort to analyze its market 
until 1924. 


“A short time ago we got these 
figures into such shape that they 
were helpful,” said Mr. McIntire. 

“We know how much of each type 
of fabric we should be selling in 
every section of this country,” he 
said. “Against that we are able to 
compare the amount we have actu- 
ally sold. In addition, we know ex- 
actly what it is costing us in sales 
expense to get that business. 

“We have also broken down our 
advertising expenditure in each in- 
dividual section of the country for 
magazine, newspaper, radio, window 
display material and all the other 
elements. From all this we have 
been able to determine that the larg- 
est volume of sales has not always 
been secured at the lowest possible 
cost.” 


2,500 Newspapers 
To Carry Spring 
Frigidaire Copy 


Dayton, Ohio, April 17.—The Fri- 
gidaire Corporation will, within the 
next ten weeks, spend $1,000,000 as 
a part of its spring selling campaign. 

Approval of plans for this cam- 
paign was given at a meeting of dis- 
tributors and branch managers, 
representing every sales district of 
the United States and Canada. More 
than 100 attended the two-day meet- 
ing devoted to plans for 1930 activity. 


By the close of this week, every 
one of the 14,000 Frigidaire dealers 
and salesmen in the field will have 
details of this extensive drive for 
business. First advertisements in 
newspapers will appear within a 
week, 


More than 2,500 newspapers 
throughout the country will be used 
to inform the public of Frigidaire’s 
features. 


That a nearly two-to-one prefer- 
ence for Frigidaire exists among wo- 
men was brought out by a survey by 
100 newspapers during the first week 
in April. The figures showed 62.7 
percent favored Frigidaire while 37.3 
were scattered among all other 
makes of electric refrigerators. 


The newspaper advertising cam- 
paign was presented by B. B. Geyer, 
president of the Geyer Company, 
Dayton agency. E. T. Doty, adver- 
tising manager, presented new direct 
mail pieces and a model sales room 
demonstration was given by J. J. 
Nance. 


National sales conventions are be- 
ing discontinued owing to the growth 
of the field organization. Regional 
conventions will be substituted. 


Announcement was made of the 
“Trip to Dayton” convention, which 
will be a one-day meeting here for 
salesmen who made outstanding rec- 
ords last year. The gathering will 
take place May 29 and will be fol- 
lowed by a trip to Indianapolis where 
the entire party will attend the Dec- 
oration Day automobile races at the 
Speedway. 


Miss Woodward Now 


Production Manager 

Miss Emily Woodward, well 
known member of the Advertising 
Club of Boston, has joined the In- 
galls Advertising Agency, of that 
city. She will be in charge of pro- 
duction. 

Other additions to the agency in- 
clude Miss Grace Stugard, Freder- 
ick S. Thompson and Mrs. Harriet 
S. Albright. 


Bogue in Agency Field 

A. L. Bogue has become executive 
vice-president of the Grenell Adver- 
tising Agency, Detroit. In addition 
to wide industrial experience, he 
spent two years as advertising man- 
ager of the commercial division of 
the Kelvinator Corporation. 


Joins “The Outlook” 


Julian B. Rose has joined the 
Eastern advertising staff of The 
Outlook, New York. He was for- 
merly with the Bryan Davis Pub- 
lishing Co. 


———— 


Criticism of 
Boston Papers 


Considered News 


Boston, April 17.—Harford Powe] 
criticised Boston newspapers for 
their “provincial front-page make- 
up” at last week’s meeting of the 
Advertising Club of Boston, and 
suggested that they discontinue the 
use of “two dollar cuts set by blind 
compositors.” 

The Boston Transcript remained 
unruffled and gave a prominent posi- 
tion to the following story of the 
gathering: 

“Severely critising the Boston 
newspapers for their ‘provincial 
front-page makeup,’ Harford Pow. 
el, Jr., who was a member of the 
firm of Osborne & Powel before its 
merger recently with the H. B. Hum- 
phrey Company, declared in an ad- 
dress before the Advertising Club to- 
day at the Hotel Statler, that if the 
readers are to be continually treated 
as morons and penniless they will be 
just that. 


First Page Advertising 

“He pointed out by exhibiting 
newspapers from various parts of 
the United States and Canada, the 
difference in styles as compared with 
the Boston papers. Mr. Powel said 
that the type of advertising which is 
displayed on the first page and early 
inner pages of Boston papers would 
never be accepted in any of the pa- 
pers of larger cities, regardless of 
the return in revenue. 


“He urged that the local sheets be 
brought up to ‘a big league’ stand- 
ing. This can be done, he said, by 
improving the composition and writ- 
ing of advertisements. 

“Tt is a custom in Boston to send 
to some other city,’ he continued, ‘to 
have advertisements set up, and that 
is entirely unnecessary, for here in 
Boston are the finest craftsmen in 
the business. This club should cru- 
sade against the old Boston trustee, 
with his comfortable 6 per cent com- 
ing in regularly, and wake him up.’ 

“Commenting on the remedy rela- 
tive to the improvement of the pres- 
ent condition of Boston newspapers, 
Mr. Powel said much can be done by 
eliminating last-minute make-ups 
with ‘two-dollar cuts set by blind 
compositors.’ 

“Louis D. Gibbs, president of the 
club, presided and introduced the 
speaker.” 


Serious Golf Is 


Planned at Detroit 


The Adcraft Club of Detroit is 
planning bigger and better golf for 
1930, H. R. Hyman, of Advertisers, 
Inc., being chairman of the golf 
committee, with R. G. Whale, of the 
Butler Paper Co., and S. Howard 
Smith, of the Macumber-Smith Com- 
pany, as vice-chairmen. 

Other committees are as follows: 

Financial—B. A. McDonald, Ad- 
vertisers, Inc., and John C. Jeffrey, 
Campbell-Ewald Co. 

Handicap—Edwin J. Smith, Chas. 
Eneu Johnson Co.; Col. H. H. Bur- 
dick, R. L. Polk & Co.; Marion V. 
Jackson, Art Printing Plate Co. 

Prizes—C. C. Hood, Curtis Pub- 
lishing Co.; William Hutton, Jr., 
Crowell Publishing Co. 

Promotion—French Jenkins, Aus- 
tin F. Bement, Inc.; L. G. Glasgow, 
Detroit Motor News; Fred D. Born- 
man, John Bornman & Son. 

Courses—Glenn H. Morris, L. A. 
Young & Co.; Robert W. Adams, 
The Adcrafter. 

Secretary — Howard McLennan, 
ex-officio, D. C. Mills, Cosmopolitan; 
Harold M. Hastings, Adcraft Club. 


Named Sales Manager 


John S. Halliday has been ap- 
pointed sales manager of the Hugh 
Wallace Company, manufacturers of 
woolens, knit goods, etc., Detroit. 
Mr. Halliday will also have super- 
vision over the company’s advertis- 
ing. 


John G. Pattee Dead 
John G. Pattee, a sales official of 
Crowley, Milner & Co., Detroit, 
passed away recently at his home in 
that city after a brief illness. Mr. 
Pattee was for many years with the 
Dry Goods Economist. 
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ADVERTISING AGE 


Direct Maills 
Triangle, Says 
Champion Expert 


; 

New York, April 17.—Direct ad- 
yertising as it fits into a well- 
rounded advertising campaign, was 
described in an address by E. Ken- 
neth Hunt, advertising manager of 


E. Kenneth Hunt 


the Champion Coated Paper Com- 
pany, Hamilton, Ohio, to the Asso- 
ciated Printing Salesmen at the 
Printing Crafts Club recently. 

Joseph Guiney, of the Federal 
Printing Company, presided. 

“Certain practices that would be 
fatal to any other branch of 
advertising have crept into direct 
advertising,” said Mr. Hunt. “Mis- 
understanding of how to buy it, how 
to sell it, how to produce it—penal- 
ties, toll gates—must be eliminated 
before direct advertising becomes as 
economical and successful as_ it 
deserves to be.” 


Mr. Hunt traced the evolution of 
direct advertising. 

“First, there was the handbill 
stage, when direct advertising com- 
prised principally nr‘*-*-? vosteards, 
notices, handbills, placards and 
posters,” he said. 

“Second, there was the formative 
stage, the period wher ~ --* -dver- 
tising was an orphan—when any- 
body from the president down to 
the office boy could and did interject 
his ideas, regardless of what influ- 
ence their adoption might have on 
the appearance or usefulness of the 
sales promotion piece. 

“Third, there is the stage into 
which direct advertising is rapidly 
moving, the campaign or program 
stage, when direct advertising i: 
planned as an integral part of the 
complete advertising program. This 
stage is the outcome of a recogni- 
tion of the need of more scientific 
use of direct advertising. 

“The business of advertising and 
the business of printing are too 
technical for both to be mastered by 


the average printer or advertising 


agency. 

“The average printer cannot 
create a plan unaided. The agency 
generally cannot plan successful 
advertising without a printer, or a 
well organized printing department 
of its own. The advertiser’s knowl- 
edge dictates the result to be accom- 
plished by the direct advertising 
plan. 

“All three have separately distinct 
positions and successfn! direct ad- 
vertising depends upon the degree 
of co-operation of all.” 


Dyer & Enzinger Expand 


The New York office of Dyer & 
Enzinger has expanded its person- 
nel, among newcomers being Miss 
Cecilia V. O’Neil, traffic manager; 
Peter O. Moller, art department, 
and Louis M. Brownell, production 
manager. Mr. Brownell has been 
with the J. Walter Thompson Com- 


New York, April 17.—‘As unemo- 
tional and precise as a military 
battle order.” 

Broadway probably won’t adopt 
this one, but it describes the method 
adopted by L. C. Smith & Corona 
Typewriters, Inc., in explaining its 
1930 advertising to dealers and 
salesmen. The latter aren’t adver- 
tising experts, but they can under- 
stand the new system. Here’s the 
way it reads: 

Objective: To get many more 
people interested in the idea of own- 
ing a Corona. 

Method: To do this, we created 
the Corona essay contest. This con- 
test literally bought reader interest. 
The prizes offered prompted thou- 
sands of people to read and study 
Corona advertising. 

Objective: To convince the better 
families that a typewriter is now 
an essential part of the modern 
home. 


Method: The general and class 
campaigns to run in April, May and 
June sell to the better homes the 
idea of Corona as a “Utility of 
Modern Living.” 


The Instalment Plan 

Objective: To tell them that Co- 
rona can be purchased out of the 
family budget. 

Method: All magazine copy prom- 
inently mentions attractive instal- 
ment terms and suggests purchasing 
out of the family budget. 

Objective: To offer Corona on 
terms which will draw prospects 
into dealers’ stores and prompt 
quick sales. 


Method: Timed to appear when 
the Essay Contest is producing 
maximum interest. We introduce a 
low down-payment offer in the roto- 
gravure sections of newspapers of 
national distribution. The combina- 
tion of the timely interest plus the 
price appeal, brings prospects into 
dealers’ stores and prompts quick 
sales. 


Objective: To provide dealers 
with the material for employing the 
elements of our national campaign 
in their local advertising. 

Method: That dealers may em- 
ploy the fundamentals of our Na- 
tional campaign locally we have 
developed an organization of dealer 
representatives personally to aid 
dealers in the field. 

To make their work effective these 
men have been equipped with a 
specially prepared portfolio carry- 
ing suggestions for local campaigns 
and samples of the line of promotion 
material the company has prepared 
for dealer use. 


An International Contest 

The Corona essay contest is 
merely one of a series of events by 
which the company keeps the cash 
register tinkling. Foreign dealers 
are not neglected, the company’s in- 
ternational window display contest 
staged last fall pulling photographs 
from all over the world. The winner 
of first prize was Ludwik Aksman, 
of Krakow, Poland. 


Fowler Manning, president of L. 
C. Smith & Corona Typewriters, 
Inc., is a pretty good salesman him- 
self. Here is his advice to his men: 

“Speak deliberately! If you see 
from a puzzled or doubtful look on 
the prospect’s face that anything is 
not quite plain to him, stop and 
make it plain. 

“Take time enough to explain 
each point thoroughly. 

“Whenever you make a statement 
that is open to question, be sure to 
get his assent to it before you pro- 
ceed. If he will not assent to it 
exactly as you make it, modify it 
until he does. Get him to assent in 
some degree to every proposition you 
make, so that when you get to the 
general result he cannot go back 
and disagree with you. 


pany. 


“Don’t do this, however, as if you 


Glowing Adjectives 
Give Way to Cold 
Merchandising Facts 


were trying to corner him, but with 
a simple desire to reach a reason- 
able basis of argument. 

“Cast aside all attempts at being 
a clever talker and all idea that 
there is any trick of words or man- 
ner, any secret artfulness about 
selling goods. Put yourself in the 
plain, unaffected spirit of a man 
who has simply the truth to tell, 
and is bent upon telling it in the 
plainest, homeliest way. 

“Above all things, avoid the fatal 
mistake of demonstrating to your 
prospect with a sense of fear, haste 
and uncertainty. 

“Realize fully the power of the 
facts you have behind you, and have 
the full confidence of your convic- 
tions; make each point clear and 
conclusive, and lead the prospect by 
simple steps up to absolute convic- 
tion.” 


Modernism Wave 
in Typography 
Is Receding 


“The wave of modernism in adver- 
tising typography is_ receding,” 
asserted J. L. Frazier, editor of The 
"nland Printer, in his talk before the 
Engineering Advertisers’ Association 
of Chicago April 14. 


To prove his point, he showed 
examples of the advertising of well- 
known houses which have radically 
changed their style in the past two 
years. Among them were the Hupp 
Motor Car Company and Marshall 
Field & Co. 


In the case of the first, 1928 ad- 
vertisements contained modernistic 
art and geometrical lay-outs which 
showed, Mr. Frazier said, that the 
advertising man was “off his trol- 
ley.” Marshall Field & Co., he said, 
have veered back to the more con- 
ventional advertising style after 
having been led astray for a couple 
of years. 

Mr. Frazier also paid his respects 
to the idea of omitting capital let- 
ters, referring to the recent experi- 
ment of Vanity Fair in this direc- 
tion. He said that there is a real 
reason for capitals, and that the 
public will refuse to accept an 
alphabet without caps. 


Forrest U. Webster, advertising 
manager of Cutler-Hammer, Inc., 
Milwaukee, spoke on the trend in 
industrial advertising. He referred 
to the important contributions which 
advertising agencies have made to 
the improvement of industrial adver- 
tising, and defended the use of 
general mediums for accounts of 
this character, provided a sound 
basis has been built in the business 
publications. 


Plan Newspaper Drive 


Newspapers and mail order maga- 
zines will be used by the American 
Advertising Agency, Toledo, for the 
Consumers Supply Co., Chicago, 
dealers in cordials, beverages and 
supplies. 


Leave Pittsburgh 


The Criterion Advertising Com- 
pany, outdoor experts, has moved 
its Pittsburgh offices to Cleveland, 
where they -will be located in the 
Standard Bank building. 


Has Tool Account 


The Buffalo office of Howland, 
Oliphant & McIntyre, Inc., is plan- 
ning a campaign for Loomis-Root, 
Inc., New York, manufacturers of 
automotive tools. 


Move to Wall Street 


Edwin Bird Wilson, Inc., financial 
agency of New York, has moved to 


CELEBRITIES TO 


GARNISH MEET 
OF FEDERATION 


“Servant of Consumer” Con- 
vention Theme 


New York, April 17—‘“Advertis- 
ing—Servant of. the Consumer” is 
the topic for the twenty-sixth an- 
nual convention of the Advertising 
Federation of America, to be held at 
the Willard Hotel, Washington, May 
18-22. 

Nineteen departmental meetings 
will be held during the convention. 

The following incomplete program 
has been developed by the Federa- 
tion: 


SUNDAY 
May 18th—FORENOON 
Registration of Delegates. 
AFTERNOON 
3:00 o’Clock—Music by the Vet- 
erans’ of Foreign Wars Band. 

4:00 o’Clock—Visit to the Pan- 
American Building. 

Addresses of welcome by Dr. L. 8. 
Rowe, Director-General of the Pan- 
American Union, and Major General 
Herbert G. Crosby, president of the 
Board of Commissioners of the Dis- 
trict of Columbia. 

Response by C. C. Younggreen of 
Milwaukee, President of the Adver- 
tising Federation of America. 

Concert by the United States Ma- 
rine Band. 

6:00 o’Clock—Sail on the Potomac 
River as guests of the Advertising 
Club of Washington, Ernest L. 
Johnston, President. 

Music and entertainment. 

MONDAY 
May 19th—FORENOON 

Registration of Delegates. 

Luncheon, Hotel Willard, 12:15 
o’Clock. 

Presiding, C. C. Younggreen, Mil- 
waukee, President Advertising Fed- 
eration of America. 

Key note address by the Hon. 
William E. Borah, U. S. Senator 
from Idaho. 

Earnest Elmo Calkins, President, 
Calkins & Holden, Inc., New York. 
Subject: “The Consumption Age.” 

Joseph H. Appel, John Wana- 
maker, New York. Subject: “The 
Consumer Is Boss, but——!” 

Merle Thorpe, Editor, Nation’s 
Business, Washington, D. C. 

EVENING 

Entertainment. 

TUESDAY 
May 20th 

Departmental meetings and con- 
ferences both forenoon and after- 
noon. 

Annual Banquet and Grand Ball, 
Hotel Willard, 7:00 o’Clock. 

Toastmaster, Walter A. Strong, 
Chicago, Chairman of the Board, 
Advertising Federation of America. 

Addresses by: Hon. Arthur H. 
Vandenberg, U. S. Senator from 
Michigan; Francis H. Sisson, Vice 


President, Guaranty Trust Com- 
pany, New York. 
WEDNESDAY 


May 2lst—FORENOON 

Departmental Meetings and Con- 
ferences. 

Luncheon, 
o’Clock. 

Addresses by: 

Hon. John J. Davis, Secretary of 
Labor. 

Hon. Pat Harrison, U. S. Senator 
from Mississippi. 

Dr. Julius Klein, Assistant Secre- 
tary of Commerce. 

Malcolm Muir, President, McGraw- 
ill Publishing Company, New York. 
Subject: “Advertising in the Machine 
Age”. 

4:00 o’clock— Annual business 
meeting of the Advertising Federa- 
tion of America. 

THURSDAY 
May 22nd 

All day Conference on Advertising 
Club Management, Hotel Willard. 

Presiding, William R. Ewald, De- 
troit, Vice President, Advertising 
*ederation of America; Adcraft Club 


Hotel Willard, 12:15 


120 Wall street. 


of Detroit. 


- 


On Nominating Committee 
Paul E. Kendall has been ap- 
pointed chairman of the nominating 
committee of the Advertising Club 
of Kansas City, other members be- 
ing Mrs. Grace V. Strahm, Karl R. 
Koerper, Miss Chlo Peterson, Wil- 
liam H. Holland, Mrs. Maude De 
Verse Newton and Francis J. Gable. 


Plan Radio Campaign 

Newspapers, magazines, business 
papers, foreign language news- 
papers and other mediums will be 
used by the Arcturus Radio Tube 
Co., Newark, for its 1930 campaign, 
to be placed in May by the United 
a Advertising Corporation, New 
ork. 


Buys Ice Cream Paper 
Ice Cream Field, Atlanta, has be- 
come a unit of the Meyers Publica- 
tions, Inc., and will be published 
from New York. 


Chain-Store 
Advertising 


4 


It is reviewed in the April 
issue of The New Era in 
Food Distribution. Send 
for a copy. 


° 


FOOD TRADES PUBLISHING CO., Ine. 
37 West Van Buren Street, Chicago 
55 West 42nd Street, New York City 
681 Market Street, San Francisco 


This Magazine Stands 
Alone 


It is the only magazine de- 
voted to managing summer 
and winter resorts, perma- 
nent camps, dude ranches, 
country clubs, and the like. 
It reaches more than 10,000 
leading owners and man- 
agers. Let us tell you more 
about it. 


ESOR 


Patterson Publishing Co. 
5 South Wabash Avenue 
CHICAGO 


Also publishers of The American 
Restaurant Magazine — the recognized 
authority in its field. 


Electrotypes 
Stereotypes 
Matrices 


Typography 


WESTERN NEWSPAPER UNION 


NEW YORK CITY CHICAGO 
310 East 45th St. 2105S. Desplaines St. 


and 34 other cities 
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Pipe Guarantee 
Withdrawn by 


Manufacturers 


New York, April 17.—The un- 
limited guarantee of pipes, which is 
said to have been abused by con- 
sumers, has been withdrawn by 
leading manufacturers and a new 
one substituted. The new guarantee 
reads as follows: 

“Pipes retailing for less than $1, 
because of their popular price range, 
can naturally not be expected to 
carry a guarantee—nor do they, nor 
will they be replaced for any reason 
whatsoever. 

“However, bowls on pipes retail- 
ing for $1 or more—because of the 
better quality of material used in 
their manufacture—will be replaced 
by the manufacturer if. burned out, 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and economy 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 


Let us help you get your share of 
one hund m m dollars spent 
every month by the hospitals, 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, Ill. 


>» 


ODAY they are teen 

age girls, forming 

their life-time prefer- 
ences and buying habits. 
Today you can persuade 
them with your advertising 
message at a fraction of the 
expense involved in trying, 
later, to alter their fixed 
Opinions. 

Soon, very soon, these 
girls will be the home 
makers of tomorrow. They, 
and their mothers, are now 
reading THE AMERICAN 
GIRL. Why not make us 
prove this 


AmeridanGirl 


THE MAGAZINE FOR ALL GIRLS 


Published by Girl Scouts, Inc. 
670 Lexington Ave., New York 
S. E. MCKEOWN 
Business Manager 
N. H. JONES, Advertising 
Chicago 
POWERS & STONE, Inc. 


First Nat’l Bank Bldg. 
N. Y. State & N. E. 
Powers & Stone, Inc. 
369 Lexington Ave., N. Y.C. 
Philadelphia 
HARRY E. HYDE 
548 Drexel Building 
MEMBER A.B.C. 


but for no other causes, within 30 
days after date of purchase, if 
given normal usage. There is no 
guarantee on mouthpieces. Any such 
complaints will be adjusted by the 
manufacturer to the consumer. 


“Pipes given in exchange will be 
stamped and will not be replaced 
the second time.” 


The dealer has been the focal 
point for pipe complaints, and the 
new guarantee relieves the situation 
by referring the buyer to the manu- 
facturer. 


The campaign for the repeal of 
the unlimited guarantee was led by 
the Tobacco Leaf, New York. 


U. S. Forces 
Revision of 
900 Labels 


Washington, April 17.—More than 
900 labels of 1,000 supposed anti- 
septic preparations examined by the 
Food, Drug and Insecticide Admin- 
istration were found to. carry 
objectionable claims and have been 
revised by order of the Administra- 
tion. 

The Department of Agriculture 
has issued a book informing buyers 
of methods pursued by unscrupulous 
manufacturers. This volume, “Fake 
Antiseptics and the Law,” is to be 
distributed without charge. 


Two preparations examined in the 
crusade actually contained living 
bacteria, and tests revealed that 
many others would not kill or pre- 
vent germ growth. Of the effective 
antiseptics, some were found to 
claim unwarranted curative effect 
for such diseases as influenza, bron- 
chitis, stomach ulcers, dysentery, 
tuberculosis, and appendicitis. 


The campaign has been successful 
in removing from most labels all 
unjustified claims. A preparation 
can not be called an antiseptic unless 
it has germ inhibiting ability. Even 
preparations which are antiseptic 
can not properly be labeled cure-alls, 
the Department pointed out. 


Smith, Sturgis, Moore 
in New Quarters 


Smith, Sturgis & Moore, Inc., ad- 
vertising agency of New York, has 
moved to the fifth floor of the new 
370 Lexington Avenue building. 
The old telephone numbers, Cale- 
donia 0702-7 inclusive, have been 
retained. 


Forming Vicks Schedule 


The Vicks Chemical Company, 
Greensboro, N. C., will make up its 
1930 list in May. The campaign, to 
be placed direct, will include news- 
papers, outdoor advertising, maga- 
zines, farm papers, etc. C. A. Hol- 


land is advertising manager. 


Adcraft Club Is 
Setting Hot Pace 
in New Home 


Detroit, April 17-—The dynamic 
spirit of Detroit is evident in the 
handiwork of the Adcraft Club, which 
in many ways leads all other ad- 
vertising organizations of the coun- 
try. The club has made no little 
plans, and the big ones it has con- 
ceived are rapidly being realized. 

The club is now ensconced in new 
quarters in the Book Tower. One of 
the features of its new home is a 
library and reference room where 
advertising men may turn idle mo- 
ments into gold when downtown. 

The library contains all the cur- 
rent books and magazines. Its up- 
building was the work of Charles W. 
Brooke, chairman of the board of 
Brooke, Smith & French, Inc., De- 
troit agency. 

A research department is one of 
the new features of the club scheme. 
This department was created as a 
result of a successful survey of De- 
troit made by the Adcraft Club. This 
gathered in one collection all of the 
marketing data made available by 
uncoordinated agencies such as news- 
papers, magazines, street car and 
outdoor advertising companies. It 
was sifted and put between the 
covers of one impartial volume, “A 
Study of the City of Detroit.” 

Other features of the new home 
of the club are the secretary-man- 
ager’s office; office of the Adcrafter, 
a lobby, a workroom and a general 
business office. 

The offices were planned by Ralph 
Murphy, advertising manager of the 
People’s Outfitting Company; Wil- 
liam M. Brown, advertising counsel; 
D. C. Flint, treasurer of Holden, Mc- 
Kinney & Clark; Harold M. Hast- 
ings, secretary of the club, and 
Ralph Yonker, advertising manager 
of the J. L. Hudson Company. 

The club’s annual meeting will be 
held April 22. In the meanwhile 
eight candidates vied for four places 
on the board of directors. The suc- 
cessful ones were Emanuel G. Frank, 
vice-president, Fecheimer, Frank & 
Spedden; William M. Brown, adver- 
tising counselor; Walter Boynton, 
vice-president, C. C. Winningham, 
Inc.; and John B. Gaughen, Capper 
Publications. 

Messrs. Frank and Brown were 
re-elected, while the others are new- 
comers. 


Join Key Agency 

Eldred H. Hubner has joined the 
copy staff of the Key Advertising 
Company, Cincinnati. Nathan P. 
Glueck has joined the production de- 
partment. 

The Key agency is handling the 
account of the Boss Washing Ma- 
chine Company, of Cincinnati, plan- 
ning the use of newspapers. 


PART OF NEW QUARTERS OF ADCRAFT CLUB OF DETROIT 


In this corner of the new library and reference room of the Adcraft Club of Detroit 
we have E. W. Husen, direct mail specialist; John S. Halliday, sales manager, Hugh Wal- 
lace Company, knit goods manufacturers; G odfrey Bauer, copy staff, Brooke, Smith & 
French, and Joseph Busha, promotion depart ment, Hotel Statler. 


Radio Sets Are 
Taxed in So. Car. 


Columbia, S. C., April 17.— 
South Carolina has the distinc- 
tion of being the first state in 
the Union to place a tax on 
radio sets. The legislature has 
pacsed a law providing for a 
tax of from 50 cents to $2.50 
per year, according to the cost 
of the set. 


Farm Papers Used 
As Text Books 
by Schools 


The use of farm papers as text 
books in agricultural schools is be- 
coming common practice, A. P. 
Davidson, associate professor of 
vocational agriculture in Kansas 
State Agricultural College, pointed 
out recently. Text books are gen- 
eral, while farm papers are specific, 
Professor Davidson said. 

“Teaching farm boys the business 
of farming implies seasonal instruc- 
tion,” he said. “One of the best 
mediums offering seasonal instruc- 
tion is the farm press and voca- 
tional agricultural teachers are rely- 
ing more every year on the seasonal 
aids available through agricultural 
periodicals.” 

Another reason why the farm 
press is taking the place of text 
books is because choice of the 
periodical gives material applicable 
to a particular section of the coun- 
try, while text books of necessity 
cover the entire country. 


Plan Printing Show 
An exhibition of fine typography 
will be held in Milwaukee the week 
of April 21 by The Turner Type- 
founders, Inc., Cleveland. A store 
at 382 Broadway, in the heart of the 
printing district, has been secured. 


Select Chrysler Building 

Grant & Wadsworth, Inc., New 
York, will move to the Chrysler 
building about May 1. The old tele- 
phone numbers, Murray Hill 4592- 
3-4, will be retained. 


Applicant for A. B. C. 

The Audit Bureau of Circulations, 
Chicago, announces that The Casket 
and Sunnyside, New York, may now 
describe itself as an applicant for 
membership. 


Pick Graybar Building 

Cutajar & Provost, Inc., New 
York agency, will move into the 
Graybar building May 1. The agency 
has been at 120 West 42nd street. 


K. C. Agency Moves 
Allen C. Smith, advertising agent 
of Kansas City, has taken quarters 
in the new Carbide & Carbon build- 
ing. 


——— 
ney 


Coming 
Conventions 


April 23-24— American Newspa- 
per Publishers Assn. at Hotel Penn. 
sylvania, New York. 

April 28-30—Canadian 
Assn. at Toronto. 

May 3-4—Oregon State Advertis-. 
ing Clubs at Eugene. 

May 4-6—Semi-annual meeting of 
Association of National Advertisers 
at French Lick, Ind. 

May 5-7—Spring meeting Associ- 
ated Business Papers, Inc., at White 
Sulphur Springs, W. Va. 

May 9-10—Advertising Affiliation 
at Buffalo. 

May 15-16—American Association 
of Advertising Agencies at May- 
flower Hotel, Washington, D. C. 

May 16—Outdoor Advertising 
Assn. of Kentucky at Louisville. 

May 18-22—Advertising Federa- 
tion of America at Washington. Also 
affiliated organizations. 

May 19-20—Outdoor Advertising 
Assn. of Ohio at Neil House, Colum- 
bus. 

May 20—Merchandise Manufac- 
turers Advertising Assn. at Wash- 
ington. 

May 21-22—Outdoor Advertising 
Assn. of Michigan at Flint. 

May 21—National Foreign Trade 
Convention at Los Angeles. 

May 25-31—Advertising Achieve- 
ment Week on Pacific Coast. 

May 26-27—Outdoor Advertising 
Assn. of New York at Ten Eyck 
Hotel, Albany. 

June 8-10—Fourth District, Ad- 
vertising Federation of America, at 
Miami, Fla. 

June 16-21—Lithographers Na- 
tional Assn. on St. Lawrence River 
steamer. 

June 16-24—National 
Assn. at Milwaukee. 

June 16-19—International Assn. 
of Display Men at Chicago. 

June 21-25—Advertising Associa- 
tion, Inc. (Great Britain), at Hast- 
ings, England. 

June 22-25—Twelfth District, Ad- 
vertising Federation of America at 
Spokane. 

June 30-July. 1—Southern News- 
es Publishers Assn. at Asheville, 

5 Me 


Press 


Editorial 


Publisher of Last 
Hand-Set Daily Dead 


Charles C. Blackadar, publisher of 
the Acadian Recorder, Halifax, N.S., 
died in that city recently. His was 
the last hand-set daily in America. 
Mr. Blackader read every line of 
proof for his paper. He was op- 
posed to the use of modern printing 
equipment. 


Have Four New Accounts 


Gottschaldt-Humphrey, Inc., At- 
lanta advertising agency, is now 
handling the advertising of the Day 
Pulverizer Co., Knoxville; News- 
Sentinel, Knoxville; Palmer Clothing 
Mfg. Co., Chattanooga, and the 
Hand Medicine Co., Charlotte, N. C. 


Directs Foreign Sales 


George E. Irving has been named 
manager of the third section of over- 
seas sales by the National Cash 
Register Co., Dayton, O. Mr. Irv- 
ing will shortly make an eight- 
month tour of his territory. 


Joins Amos Parrish 


Eagle Freshwater, for two years 
manager of the merchandising divi- 
sion of Showers Bros. Co., furniture 
manufacturers of Bloomington, Ind., 
has joined Amos Parrish & Co., New 
York merchandising counselors. 


With “Chicago News” 


Cal. Johnson, fishing-tackle editor 
of Sporting Goods Illustrated and 
Journal, has been appointed hunting 
and fishing editor of the Chicago 
Daily News. He will retain his 
other connection. 


Heads Ontario Dailies 


A. R. Alloway, managing director 
of the Oshawa Times, was elected 
president of the Ontario Provincial 
Dailies Association at the annual 
meeting. 
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ADVERTISING AGE 


Wo men in 
Advertising 


Ruth Crane Davis 


Mrs. Ruth Crane Davis is presi- 
dent of the Women’s Advertising 
Club of Saint Louis. She attended 
the international advertising con- 
ventions in Philadelphia, Denver, 
Detroit, and last year organized a 
party of eighteen advertising women 
who attended the Berlin convention 
in August. They toured eight Euro- 
pean countries before returning to 
America. Mrs. Davis served on the 
executive board of the St. Louis club 
for four years before becoming pres- 
ident. 


As home budget director for the 
furniture department of Scruggs- 
Vandervoort-Barney, her work is a 
practical connection between the 
dealer, manufacturer and the user 
of house furnishings. 


The home budget bureau director 
suggests a “stepping up” process, 
beginning with the allotment of a 
definite sum out of the family allow- 
ance toward home improvement, and 
the gradual replacement of outworn 
or outmoded furnishings. A work- 
able plan provides for the treatment 
of one room at a time if desired. 

At present she is being featured 
in radio addresses on Mondays and 
Fridays over Station KMOX on the 
subject, “Getting the Most Out of 
the Home Budget.” The addresses 
are a feature of an advertising cam- 
paign being conducted by the Saint 
Louis Star. 


F. P. Keeney 


on Honeymoon 


Announcement has been made of 
the marriage of Frank P. Keeney, 
president of Engineering Publica- 
tions, Inc., Chicago, and Mrs. Edna 
Craig Clark, also of Chicago. After 
a stay in California, Mr. and Mrs. 
Keeney left for Honolulu and Japan. 
Mr. Keeney’s company publishes 
Domestic Engineering and Heating, 
Piping and Air Conditioning. 


Joins Chicago Agency 

The Buchen Company, Chicago, 
has appointed W. G. Lacy director 
of its publicity department. Mr. 
Lacy comes from the American Hair 
& Felt Company, Chicago, where he 
has been advertising manager. 


Has San Remo Account 


The Kleppner Company, New 
York advertising agency, has been 
appointed by the San Remo Towers, 
Inc., to direct the advertising of the 
San Remo. 


Plan Export Conference 
A New England Export Confer- 
ence will be held in Boston May 14 
under the auspices of the New Eng- 
land Council. Victor M. Cutter is 
chairman of the committee in charge. 


Agencies in Merger 
The Rankin Thompson Company, 
advertising agency of Newark, has 
merged with the Aitkin-Kynett Com- 
pany, of Philadelphia, and will serve 
as the latter’s Newark branch. 


TIME 
“Tick, tick, 
Man, be quick. 


There you've lost a 

splendid minute— 
PHONE 5312 
L. D. 196 


What a superb chance 
was in it.” 


—Herbert Kaufman. 


Recognizee by A. N. P. A., 


HAST-O-GRAM 


Bott Mdvertising Ngency ~ 


Lee Bolt le 


LirrLe Rock, ARKANSAS 


Suite 209-210-21!1-212-213-214 
HOME INSURANCE BUILDING 


A. P: A. SN. P. A. S. F. P. A, Ete. 
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TIME WRITTEN 


MAILED 


Immediately 


This saves us time —and saves YOU time. 


DELCO LIGHT 
DEALERS TOLD 


Sales Convention Dramatized 
for Experts 


Twelve hundred Delco Light deal- 
ers from all parts of the United 
States, Canada, South America and 
Europe, met in Chicago April 16 
and 17 as guests of the Delco Light 
Company, Rochester, N. Y. 
The convention was open only to 
dealers who had met their quotas in 
1929. Depending upon the amount 
of business done in excess of quotas, 
the dealers were privileged to bring 
with them one or more members of 
their family or organization. All 
expenses to and from the conven- 
tion, including meals, hotel bills and 
incidentals, were. paid by the com- 
pany. 
The convention sessions were un- 
usual in that they were completely 
dramatized and the dealers did not 
participate, the object being to give 
them an opportunity to relax. The 
program was arranged by members 
of the Delco Light organization, and 
was staged in the Eighth Street 
Theatre, adjoining the Stevens Ho- 
tel, convention headquarters. 
Playlets Tell How 

Besides short addresses by H. W. 
Arnold, general manager, and other 
company executives, the program 
was made up of playlets taken from 
farm life, which brought out the 
need of Delco Light products on the 
farm and demonstrated how to sell 
the equipment. In addition, there 
were musical and incidental enter- 
tainment features. 

In the opening session, Mr. Arnold 
read a letter from Alfred P. Sloan, 
president of the General Motors Cor- 
poration, saying that the Delco 
Light Company was one of the six 


Though this message is terse, it is backed with sincerity. 


On the Beach It’s 
Wooden Sandals 


New York, April 17.—This 
will be another big wooden 
sandal year, the Gold Seal 
Slipper Company believes. It 
reports that wooden bathing 
sandals first came into vogue 
in 1928 and that the 1929 de- 
mand exceeded the supply. 

Sandals come in many varie- 
ties, with the Grecian design 
leading in popularity § with 
women, 


divisions of the corporation that had 
made an all-time record in 1929. 

“This year will be even better,” 
said Mr. Arnold. “Many districts 
are exceeding their quotas, and some 
are near the total set for the year. 
The Sioux City district has already 
reached 98 per cent of its 1930 
quota.” 

How Dealers Qualify 

A set plan for the dealer activities 
was worked out by Mr. Arnold two 
years ago and put into operation as 
the foundation plan. The dealers 
who adopt it automatically receive 
certain awards, including the con- 
vention trip. 

The plan involves doing a pre- 
determined quota of business, con- 
ducting a certain number of night 
and day demonstrations, taking a 
complete census of the farms in the 
territory and classifying the live 
prospects, furnishing ten names a 
month for the direct mail list, de- 
voting full time to the line and 
maintaining an adequate accounting 
system. 

The company announced several 
new products. For resorts, hotels, 
country clubs, barbecue _ stands, 
large farms, etc., there are a new 
800-watt electric plant and a new 
pump with 2,000 gallons an hour ca- 
pacity, both automatic. 

The company has also entered a 
new allied field with several sizes of 
D-L Gas Systems, designed to bring 
the conveniences of gas service to 
rural and suburban homes and insti- 
tutions. This equipment produces 
gas from a liquid fuel manufactured 
in the natural gas industry. 


Governor Takes 


Hand in Chain 
Store Fight 


Minneapolis, April 17.—Thus far 
the fight between chain and inde- 
pendent stores has been confined to 
business men. Now, Theodore 
Christianson, Governor of Minne- 
sota, has stepped into the arena and 
held up his hand. 

“Chain stores may have their 
place,” said the Governor, “but their 
place is in the rear of the proces- 
sion—not the front. Whenever they 
become the dominating factor in a 
community, large or small, that com- 
munity is doomed.” 


Discussing the merger movement 
in the United States, Goverror 
Christianson predicted that it has 
been overdone and has disturbed the 
delicate balance of business. 


“The principle that controls the 
growth of business limits the ex- 
pansion of organizations,” he as- 
serted. 


“When organizations become so 
large as to be unwieldy they fall 
under their own weight. They be- 
come unable to adapt themselves to 
new situations and thus forfeit 
industrial opportunities.” 


Newspapers for Stages 


Newspapers will be used in the 
advertising of the Union Pacific 
stages, now handled by Gerber & 
Crossley, Portland. Copy will be 
placed in dailies in Spokane, Port- 
land and Salt Lake City, in dailies 
in a dozen cities of 5,000 and over, 
and in weeklies in 39 towns of less 
than 5,000. 


Joins Denver Agency 


C. C. Inlow, formerly with the Bu- 
chanan Thomas Advertising Agency, 
Omaha, has joined the R. H. Byrum 
Advertising Agency, Denver. He 
will specialize in the agricultural 
field. 


Proof. 
o the Pudding 


Houdaille-Hershey Corporation had 
1929 net earnings of $2,819,669, Presi- 
dent Claire L. Barnes’ report indi- 
cated. The company did not acquire 
the General Spring Bumper Corpora- 
tion and the Skinner Company, Ltd., 
Canada, until the middle of 1929. 

Adjusting earnings for 1928 to in- 
clude those of the two acquired com- 
panies shows net for that year of 
$2,256,821, after all charges. Mr. 
Barnes said that the outlook is en- 
couraging. 

ok a * 


An increase of 42.7 per cent in 
1929 sales was effected by the West- 
ern Electric Company, with a gross 
volume of $410,950,000. Net profits 
amounted to $22,980,000, or 5.6 per 
cent on sales, which was slightly 
smaller than the net profit ratio of 
1928. President Edgar S. Bloom at- 
tributed this in part to price reduc- 
tions. 


Heads Achievement Week 


E. C. Bechtold, president of the 
Portland, Ore., advertising agency 
of his name, has accepted the chair- 
manship of Advertising Achievement 
Week, to be celebrated on the Coast 
May 25-31. 


Rejoins “Nation’s Business” 

Roy Walker, formerly with Na- 
tion’s Business in Detroit, and more 
recently with the Curtis Publishing 
Company, has returned to the for- 
mer as special color representative 
in New York. 


Has Clock Account 


Irving Miller & Co., New York, 
producers of Miller Make kitchen 
clocks, have placed their account 
with the United Advertising Agency. 


Jahn & Ollier Buy 
Toledo Company 


Jahn & Ollier, Chicago engraving 
house, have bought Printing Plates, 
Inc., Toledo, and will continue it as 
a branch office. 


Boat Association 
Condemns Gratuities 


Philadelphia, April 10—A new as- 
sociation has been formed here to 
stimulate interest in boating. It has 
adopted a resolution condemning the 
practice of giving gratuities to 
members of boat crews. Four com- 
panies are members of the organiza- 
tion. 


Plates 


**P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


Pp & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Advertising 4®@2 


U.S. PAT. OFF. 


soe, 


Electrotypes 


Nieckeltypes 


Lead Moulds 
Stereotypes 
Newspaper Matrices 


, Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street -: 
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April 19, 1939 


Lee & Phillips 


Sponsor Lectures 
Lee & Phillips, New 
graphers, have arranged a series of 
lectures on typography, 


Chanin Auditorium. 


The first three lectures of the) 


series will be given by Carl Puring- 


ton Rollins, printer to Yale Univer- 


sity. 


A REAL HELP 
for You 


IF you BUY, sell, or have a part in the pro- 
duction of engraving or printing, you neeu 


“Commercial Engraving and Printing” 
By Charles W. Hackleman 


This is a remarkable book now in daiiy . 
by thousands of printers, advertising men, pie 
lishers, photographers, artists, engravers, sales. 
men, teachers, students and others. 


840 pages—1500 illustrations 
35 related subjects 


It will answer questions about photographs. 
drawings, processes of engraving, electrotyping, 
methods of printing, paper, type, color, ink, 
layout, size, form, design, retouching, grouping, 
copper plates, steel dies, embossing, stamping, 
cutting dies, photo-gelatin, photogravure, ro- 
tary photogravure, posters, folding, binding. 
and a thousand and one questions and problems 
about what can be done, what cannot be done, 
and how it can be done best, quickest and least 
expensively. 

It will help you to get ahead by making 

your service more valuable to others. 

Write for FREE illustrated prospectus show- 
ing sample pages, full outline of contents, ap- 
— offer and other information, which wil! 

be mailed without obligating you in any way. 


Advertising Age 


THE NATIONAL NEWSPAPER ig ADVERTISING 


REDUCE YOUR COST 
OF SELLING Letters, Post, Carss, 


Folders, Blotters, Booklets, Cat: , ete., ete. 
Postage andTheMai monthly ne— 
published continuously since 1915—is entirely 
devoted to Direct Mai fevesting, 909 Selling. 
Tells how to reduce selling cost f sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25¢ for sample copy. 


Postage and Mailbag $2.25. Siv°s'l 


THE LETTER SHOP, Inc. 


Addressing, Multigraphing, 
Mimeographing, Individual 
tters 
Telephone Wab. 8655-8656 
440 So. Dearborn 8t., Chicago, Il. 


Pierces 
THE WALLS 
of the 
Advertising World 
Advertising 
Procedure 


By Orto KLEPPNER 


President, The Kleppner Co., Inc. 
Advertising Agency, New York 


Presents a thorough, up-to-date 
treatment of the subject, and 
pierces the walls of the advertis- 
ing world, to show how ideas are 
transformed into “copy.” 


The book is practical. It is writ- 
ten by an experienced advertis- 
ing man and is based upon the 
Advertising Spiral. This Spiral isa 
very simple principle, but it clari- 
fies the most important part of 
peeertene, the creating of the 
idea. 


Profusely illustrated. Contains 
tabulated charts, a glossary of 
advertising terms, and a bibli- 
ography. 

539 pp., 6 x 9, $5.00. 


Mail coupon 


Advertising Ag € 


THE NATIONAL NEWSPAPER 1g RAS: 
537 S. Dearborn St. CHICAGO 
ADVERTISING AGE 
537 S. Dearsorn St. 


Cuicaco, ILL. 
Gentlemen: 


N accordance with your offer, you may 
send me a copy o 


Kleppner’s 
Advertising Procedure 


Within FIVE days, I will either remit 
$5.00 in full payment, or return the book 
to you. 
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Advertising Ethics 
Non-existent, Chase 


Tells N. 


Quoting an advertising authority 
that “the practice of advertising is 
not to prove the comparative supe- 
riority of articles in competition, but 
to take them out of competition, so 
that they will not be compared, but 
accepted,” Stuart Chase, noted econ- 
omist and lecturer and author of 
“Men and Machines,” “The Tragedy 
of Waste” and co-author of “Your 
Money’s Worth,” told students of 
Northwestern University Monday 
night that the public is being de- 
frauded of millions of dollars yearly 
by unscrupulous advertisers. 

The subject of his lecture, the 
fourth in the William A. Vawter 
foundation series on business ethics, 
was “The Ethics of Advertising as 
Viewed by the Consumer,” or “How 
to Build up Sales Resistance.” 

“Unfortunately for the consumer,” 
said Mr. Chase, “there is no science 
of consumption to match the nearly 
perfect science of production. With 
individual advantages in the race 
for markets almost wiped out by 
standardization and uniformly effi- 
cient production, manufacturers of 
competing goods and even entire in- 
dustries have resorted to the discov- 
ery made some years ago by an 
itinerant vendor. 


Meeting Competition 

“This fellow, after years of suc- 
cess with his product, began to get 
competition from.another man, who 
had very capably imitated his prod- 
uct and sales arguments. What was 
worse, the newcomer managed to be 
always a jump ahead of the old- 
timer in making the territory. 

“After several discouraging weeks, 
the old-timer had an_ inspiration. 
That night when he addressed his 
audience, he began: 

“*Now, folks, I understand that 
many of you bought a tonic from a 
man who talked to you last night. 
But did this other fellow guarantee 
that his medicine had bear oil in it? 
If he did, you would just be throw- 
ing money away to buy my medicine, 
but if he didn’t, I want you to know 
that you can’t get well without bear 
oil. You know, folks, you can’t see 
it or taste it, but my medicine con- 
tains bear oil, and it is bear oil 
that ’ and so on through a long 
discourse on the exclusive merits of 
this mythical ingredient. 

“Business picked up. 


Is Advertising Conscienceless? 


“Dependence on conscienceless ad- 
vertising and deceptive price stand- 
ards, together with the lack of cor- 
rect information as to the value of 
commonly used goods, has led the 
public not only to accept worthless 
and, in some cases, injurious prod- 
ucts, but to pay much too much for 
necessities. In other words, consum- 
ers to-day are buying bear oil at the 
rate of a hundred and fifty ‘con- 
scious’ weeks a year.” 

To support his contention, Mr. 
Chase said that: 

Simple chemicals, disguised in 
packages and labeled with fancy 
trade names, sell daily for from two 
to fifty times their real value. 

Silk stockings loaded with tin and 
lead are sold as pure silk, despite 
the fact they will not stand more 
than three or four washings and 
that, in the case of those loaded with 
lead, the wearer runs the risk of in- 
fection. 

American school teachers are do- 
nating thousands of dollars worth of 
their time to help tooth paste manu- 
facturers sell their product and to 
support the postulate that the use of 
tooth paste is definitely related to 
the preservation of teeth. 

In a test made by the National 
Laundrymen’s Association of 336 
fabrics advertised as color-fast, 50 
per cent were found to be noticeably 
faded or otherwise damaged after 
one washing. 

An_ investigation of remedies 
claiming to possess radium as an in- 
gredient made by the Department of 
Agriculture disclosed that less than 


U. Students 


5 per cent of them contained any 


traces of it. 


The Pea Situation 

A test of 6 brands of canned peas 
selling for from 15 cents to 33 cents 
a pound was made by the Consum- 
ers’ Research Bureau. The highest 
priced was good, but the best sold 
for 24 cents. The best buy, but not 
the best seller, was a vacuum- 
packed pea. The can looked small 
for the money, since it contained no 
water, and the customers passed 
it by. 

A company which had a_ good 
seller in an eight-ounce package of 
macaroni, put out a new, more at- 
tractive package with a transparent 
cover but containing only four and 
one-half ounces of macaroni. The 
same price was asked for both pack- 
ages, but the smaller one proved to 
be the best seller. 

Another company was able to get 
more money for eggs by packing 


them in a carton with individual 
compartments and a_ transparent 
cover. 


A French perfume recently put on 
the American market did not sell 
until the price was doubled; then it 
began to move. 

Columbia University professors 
opened an experimental shoe store 
near the university. They stocked 
only one grade of goods, but marked 
half the shoes at $6 and the other 
half at $12. At the end of the 
month, a check-up showed that a 
little more than one-half the sales 
were made on the $12 shoes. 

According to the Life Extension 
Institute, only one out of twenty 
over 40 years of age has it, and not 
one out of four. 

Varieties of Bear Oil 

“There are light, medium and 
heavy grades of bear oil,” said Mr. 
Chase. “Here is some heavy—a 
pickle manufacturer recently an- 
nounced a new model pickle, pleas- 
ing to the eye as well as to the 
palate, claiming that the perfect cu- 
cumber from which it was made had 
been evolved through the long con- 
tinued, laborious efforts of the com- 
pany’s cucumber-growing scientists. 

“Some more heavy bear oil is 
present day testimonial advertising, 
which has recently gone on a thor- 
oughly high hat basis. In the old 
days, Mrs. Smith’s testimonial to 
the effect that the first bottle of 
Pep-uppo had made a new woman of 
her had the barter value of a second 
bottle. 

“However, since the time several 
years ago when an enterprising 
young woman connected with a New 
York advertising agency succeeded 
in getting a society leader’s endorse- 
ment of a face cream in return for 
$5,000, which, it was tactfully sug- 
gested, she could use to increase her 
donations to charities, testimonial 
brokerage has taken on the — 
of big business.” 


The Enterprising Broker 


To show the extent to which the 
testimonial “racket” has been com- 
mercialized, Mr. Chase said that a 
testimonial broker in Hollywood re- 
cently circularized advertising agen- 
cies with the offer to secure the tes- 
timonial of any famous movie star 
on any product whatever within 48 
hours at a guaranteed saving in 
money. 

“Celebrities are solicited daily for 
testimonials by manufacturers’ rep- 
resentatives,” said Mr. Chase, “and 
they frequently meet with success, 
as usage has given a certain sanc- 
tion to the practice. A notable ex- 
ception is Sinclair Lewis. The son 
of a leading pencil manufacturer, 
who recently asked him for a testi- 
monial on his pencils, was greatly 
astonished and hurt when he met 
with a refusal, even though Lewis 
carefully explained that he never 
used anything but a typewriter. To 
the manufacturer of a_ breakfast 
food, who offered him his portrait 
painted by the best artist in the 


Debt Car Banned 


in Toronto 
Toronto, April 17.—A mo- 
tion adopted by the City Coun- 
cil prohibits the operation of a 
“bad and doubtful debt” col- 
lecting car, whose driver, clad 
in a brilliant uniform, in keep- 
ing with his gaily decorated 
car, attracted considerable 
attention when he parked in 
front of a residence. 


country in return for his endorse- 
ment, Lewis replied that he would 
have little use for the portrait of a 
liar.” 

When asked by a member of the 
audience to give a solution, Mr. 
Chase replied that it was not the 
function of a critic to provide a 
remedy. 


Form Research Bureau 

“However,” he said, “following the 
publication of ‘Your Money’s Worth,’ 
suggestions were made by some of 
its readers that led to the establish- 
ment of the Consumers’ Research 
Bureau in New York. This is a non- 
profit corporation. In return for a 
small membership fee, its members, 
numbering at present about 3,500, 
receive regular bulletins giving cor- 
rect information about various goods 
on the market. 

“The information is compiled from 
investigations and data obtained 
from government sources and from 
hotels and large institutions that 
have laboratories for testing mer- 
chandise. 

“It may be that this bureau will 
become an important factor in scien- 
tific consumption. However, real 
improvement will come only when 
the public tires of being fooled, 
which, from all indications, will not 
be for a long time. In the case of 
luxury goods, it will probably never 
be.” 


Newspapers On 
Job in Expose 
by ‘Journal’ 


The Kansas City Star and Des 
Moines Register followed up the al- 
legations made by the Journal of 
the American Medical Association 
against two radio advertisers. 

The Star dispatched A. B. Mac- 
donald, of its staff, to Milford, Kan., 
to interview John R. Brinkley, who 


sells goat glands over’ Station 
KFKB. 
The resulting story said that 


Brinkley’s advertising has been so 
successful that he is now using 
about 60 goats a month. He expects 
to be bringing in 1,000 monthly be- 
fore long. 

When Brinkley came to Milford, it 
was just “a wide place in the road,” 
according to the Star. Now, “the 
sound of hammers and saws are loud 
in the little village and trucks 
loaded with lumber, bricks and other 
building material crowd the two 


streets.” 

The Des Moines Register reported, 
following an_ investigation, that 
many deaths from cancer have 


taken place among the clientele of 
Norman Baker, who advertises over 
Station KTNT, Muscatine, Ia. 
Baker responded to the Register’s 
news story over his radio station, 
asserting that the Register is “cow- 
ardly, contemptible and dirty.” 


Gillette Using Big 
Space in Canada 


Montreal, April 17.—The Gillette 
Safety Razor Company of Canada is 
using as much space in Canadian 
mediums as its parent is in the 
United States. Eighty-four daily 
and weekly newspapers are being 
utilized. The space runs from full 
pages to 450 lines. 


CeCo Refers All 


Inquiries to Dealers 


The CeCo Manufacturing Com- 
pany, Providence, has decided to 
refer all inquiries from its radio 
advertising to dealers. The CeCo 
Couriers pull from 15,000 to 20,000 
inquiries a week, and these have 
been answered from headquarters 
heretofore. 


GROUP STORAGE 
PLAN LAUNCHED 
BY ASSOCIATION 


Grocery Manufacturers Select 
Philadelphia 


New York, April 17—Philadelphia 
has been selected as the location for 
two warehouses to be opened by the 
Associated Grocery Manufacturers 
of America under a plan of group 
warehousing. 

Robert F. Miller, executive vice- 
president of the organization, is 
quoted by Drug Trade News to the 
effect that Philadelphia was selected 
for the test because it is one of the 
most representative residential and 
consuming cities in the country. 

The Associated Grocery Manufac- 
turers of America is made up of 182 
principal companies and many sub- 
sidiaries, with plants in all parts of 
the country. 

Advantages of the new plan are 
given as follows: 

It will allow participating manu- 
facturers to ship in full carloads, or 
pooled cars, to the warehouses, thus 
obtaining the most favorable freight 
rates. 

It will reduce the cost of trucking 
in the distribution of package food 
and allied lines. 

It will lessen the congestion of 
street vehicle traffic. 

It will permit the standardizing of 
blanks and forms used in connection 
with the various transactions, thus 
effecting economies. 

It will allow the warehouse man- 
agements to cooperate more closely 
with the manufacturers in arrang- 
ing for the most effective use of 
space, so that goods may be ar- 
ranged in accordance with the fre- 
quency of calls. 


Concentrate Merchandise 

It will make it possible to obviate 
conditions by which the merchandise 
of a single manufacture may be 
scattered through three or four dif- 
ferent floors of the same warehouse, 
due to lack of systematized arrange- 
ment on a large scale. 

It will allow a wholesale buyer 
to obtain all his requirements at one 
or, at most, two warehouses, instead 
of having to send his truck to as 
many as fifteen to obtain everything 
wanted. 

Philadelphia was selected, Mr. 
Miller said, because it seemed to be 
the ideal point at which to launch 
the plan. The needs of the city 
itself will be supplied, and also those 
of the entire consuming area in 
Southwestern Pennsylvania, South- 
ern New Jersey, Delaware, and the 
eastern shore of Maryland, and re- 
sults will be checked closely as dis- 
tribution proceeds. 

The members of the A.G.M.A. 
Warehousing Committee are: James 
F. Brownlee, General Foods Corpo- 
ration, New York, chairman; W. W. 
Barnes, Beech-Nut Packing Com- 
pany, Canajoharie, N. Y.; Hugh 
Freer, Standard Brands, Inc., New 
York; E. T. Hadley, the Borden 
Company, New York; Frank A. 
Himschoot, Corn Products Refining 
Company, New York; C. A. Lahey, 
Quaker Oats Company, Chicago; 
Dwight H. Mahan, the Kellogg Com- 
pany, Battle Creek, Mich.; D. P. 
O’Connor, Penick and Ford, Ltd., 
New York, and Charles H. White, 
Jr., American Sugar Refining Com- 
pany, New York. 


Join Dyer-Enzinger 

H. J. McKeever has joined the 
Milwaukee office of the Dyer- 
Enzinger Company, Milwaukee 
agency, and will specialize on con- 
struction accounts. 

William C. Hollister, Jr., has been 
appointed head of the typographical 
section of the production depart- 
ment. 


Represents ‘Motive Power’ 

W. A. Wilson, one of the publish- 
ing directors of Motive Power, Chi- 
cago, has been transferred to New 
York, whence he will cover the East. 
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April 19, 1930 


ADVERTISING AGE 


With the 
Club Editors 


Invalid 


She’s down—an invalid unable to 
leave her chair, but Mary E. Hirth, 
Toledo advertising woman, isn’t out. 
Not so long as she can count on her 
friends to co-operate by aiding her 
to secure magazine subscriptions, a 
business which she is just launching. 

Miss Hirth is a member of the 
Women’s Advertising Club and has 
been crippled for the last year. She 
was formerly with the U. S. Adver- 
tising Corp. She is not asking sym- 
pathy—unless you call giving’ her 
your subscriptions a practical form 
of sympathy—but she will appreci- 
ate your giving her a call at Gar- 
field 3438 so that she can send you 
her list. 

She will arrange special combina- 
tions, in fact, order any magazine 
published, if you’ll but let her know 
which it is—T. A. C. Ticks, Toledo 
Advertising Club. 

+ x 


* 


Epitaph 

Famous last words: 

President Reith (in extending a 
cordial invitation to Al. Newman to 
return to the Ad Club): “We will 
be mighty happy to have you with 
us again when Tuesday falls on April 
Fool’s Day.”—Ad Lib, Advertising 
Club of Oakland. 

+ 


* * 


ry Pr 


“To what do we owe our astonish- 
ing increase in sales?” asked the 
president of the Lucky Strike Com- 
pany. 

“To the number of cigarettes sold 
to the Old Gold Company for blind- 
fold tests,”’ was the reply of the 
sales manager.—Ad-Vents, Advertis- 
ing Club of Great Falls. 


* * * 


Chains 


Have you ever thought what a 
queer town this would be without 
the following: Churches, telephones, 
telegraph, railroads, motorbus, 
lodges, labor unions, Chamber of 
Commerce, Rotary and other serv- 
ice clubs, Advertising Club, Credit 
associations, et cetera? 

These are just a few of our chain 
store organizations——Arrow, Ros- 
well, N. M., Advertising Club. 

* * * 


Biography 

When James G. Sprecher, chair- 
man of the Club Contact Committee, 
was born in Bucyrus, Ohio (there is 
too, such a place!) 55 years ago 
come August 8, the population of 
that thriving village was 15,000. To- 
day it has a population of 12,000! 
So, you see, how important it is that 
Jimmy stays put. Beware, Los An- 
geles! 

Jimmy is a charter member of the 
Advertising Club of Los Angeles. He 
was third vice-president under Har- 
old Janss, has been chairman of the 
membership committee twice, of the 
golf committee twice, and of the re- 
ception committee once. He has been, 
twice a director of the club and is 
one of “the old gang.”—The Blue 
Pencil, Advertising Club of Los An- 
geles. 


New Line-Up of T. P. A. 


In addition to electing James 
White, of Jenkins Bros., president, 
as reported in ADVERTISING AGE of 
April 12, the Technical Publicity 
Association, New York, has elected 
the following officers: 

First vice-president, Leon Weaver, 
Super Heater Company; second vice- 
president, J. R. Schmerz, Mathieson 
Alkali Works; secretary-treasurer, 
George R. Holmes, SKF Industries. 

The directorate includes T. H. Bis- 
sell, International Nickel Co.; B. H. 


Miller, J. Walter Thompson Co.; 
J. Ahrens, Penton Publishing 
Co, and F Koch, Simmons- 


Boardman Publishing Co. 


Has Rubberset Account 

Rubber and Celluloid Products 
Co., Newark, manufacturers of Rub- 

rset shaving and paint brushes, 
has appointed the United Advertis- 
ing Agency, New York. 


Big 


(Continued from Page 1) 


Herald Tribune; Roy Holliss, gen- 
eral manager, New York Daily News; 
J. F. Bresnahan, business manager, 
New York World; Frank E. Tripp, 
vice-president, Gannett newspapers; 
David B. Plum, publisher, Troy (N. 
Y.) Record; I. L. Miller, publisher, 
Battle Creek Enquirer-News; Wil- 
liam J. Hoffmann, advertising man- 
ager, Portland Oregonian. 
Butler to Preside 
Edward H. Butler, Buffalo Eve- 


W. E. Macfarlane 
The Chicago Tribune, Vice-Chair- 
man, Bureau of Advertising 


ning News, is president of the A. N. 
P. A. Other officers are Harry 
Chandler, Los Angeles Times, vice- 
president; George M. Rogers, Cleve- 
land Plain Dealer, secretary; How- 
ard Davis, New York Herald Trib- 
une, treasurer. 

Among those to report during the 
convention will be a special stand- 
ing committee, headed by Harvey 
J. Kelly, of Indianapolis, assisted 
by Charles H. Taylor, Boston Globe, 
and Edward H. Butler, Buffalo 
News; open shop committee, headed 
by Charles A. Webb, Asheville (N. 
C.) Citizen; printing trades schools 
committee, Victor F. Ridder, New 


Publishers In 
New York For 


Convention 


York Staats-Herold; mechanica) com- 
mittee, George M. Rogers, Cleveland 
Plain Dealer; traffic committee, E. 
M. Antrim, Chicago Tribune; paper 
committee, W. G. Chandler, Scripps- 
Howard Newspapers. 

Committee on federal laws, head- 
ed by E. H. Baker, of the Cleveland 


Lincoln B. Palmer 
General Manager, A. N. P. A. 


Plain Dealer; forest resources com- 
mittee, also headed by Mr. Baker; 
committee on freedom of the press, 
Col. R. R. McCormick, Chicago Trib- 
une; radio committee, Elzey Rob- 
erts, St. Louis Star; postal com- 
mittee, J. D. Barnum, Syracuse 
Post-Standard; committee on meas- 
urement of advertising lineage, L. 
K. Nicholson, New Orleans Times- 
Picayune. 

A third meeting to be held in 
conjunction with the A. P. and A. 
N. P. A. gatherings is that of the 
North American Newspaper Alli- 
ance. This group will hold their 
convention April 24 at the Hotel 
Pennsylvania to elect new directors 
and officers and discuss the recent 
-onsolidation of the organization 
with Bell Syndicate and Associated 
Newspapers. George E. Miller, ed- 
itor of the Detroit News and pres- 
ident of N. A. N. A., will preside. 


= 


Writes Book on 
Kentucky Derby 


“They’re Off—The Romance of 
the Kentucky Derby,” has been pub- 
lished by the Kenford Press, Chi- 
cago. It is the work of Kenneth C. 
Crain, general manager of Hospital 
Management, Chicago. and is a 
colorful description of the racing 
classic. The book is printed in a 
popular form to retail for $1. 


Has Cheese Account 


The Borden Company, New York, 
announces that, effective immedi- 
ately, Young & Rubicam, Inc., will 
handle the advertising of Borden 
cream cheese; also the advertising 
of the Monroe Cheese Company, 
manufacturers of Liederkranz 
cheese, and of the F. X. Baumert 
Company, manufacturers of Mili- 
‘ary Brand Brie, Camembert, and 
other cheeses. 


Expand Wetzel’s Duties 


Raymond L. Wetzel, sales man- 
ager of the Dayton Rubber Mfg. 
Co., tires, Dayton, O., has also be- 
come advertising manager, follow- 
ing the resignation of Edwin B. 
Sard to enter the Chicago agency 
eld. 


Sly’s New Work 


Fred S. Sly, formerly business 
manager of The American Archi- 
tect, has joined National Trade Jour- 
nals, Inc., New York, as circulation 


manager of all papers in the group. 


Miss Cocks Is 
Leaving Marinello 


Miss Dorothy Cocks, advertising 
director for the Marinello Company, 
New York, manufacturers of beauty 
preparations, has resigned effective 
in June. Miss Cocks, who has been 
in charge of the advertising of 
affiliated companies, has had a re- 
markable career in the agency and 
beauty field. She was advertising 
manager for Elizabeth Arden, among 
others. 


Has Aircraft Accounts 


The New York office of Grace & 
Holliday is handling the advertising 
of the American Aeronautical Cor- 
poration, New York, and the Hunt- 
ington Aircraft Corporation, Strat- 
ford, Conn. 

D. W. Graham, formerly of Aero 
News, has joined the agency. 


Directs Thinc Sales 


J. L. Miller has become general 
sales manager of Thine Products, 
Inc., New York, manufacturers of 
toilet preparations. Mr. Miller comes 
from the Vogue lighter division of 
the Rex Spray Company, Toledo. 


Agency Changes Address 


Effective April 16, the Richard- 
son, Alley & Richard Co., New 
York, moved to 370 Lexington Ave. 
The telephone number remains Lex- 
ington 3020. 


Classified 
Advertising 


The rate for classified advertise- 
ments is 40 cents per line, the 
minimum charge being $2. 


POSITIONS WANTED 


FIELD WORK WANTED by woman 
writer. Wide acquaintance and 
broad experience on trade surveys. 


Box 46, Advertising Age, Chi- 
cago. 

U. B. P. Re-elects 
Officers and directors of the 
United Business Publishers, Inc., 


were re-elected at the annual meet- 
ing in New York April 15. Andrew 
C. Pearson is chairman of the 
board; Fritz J. Frank, president; 
C. A. Musselman, vice-president; 
Frederic C. Stevens, treasurer; Ar- 
nold L. Davis, secretary, and F. T. 
Loudenbeck, assistant  secretary- 
treasurer. 


With “Birmingham Post” 

Howard Parrish, well known ad- 
vertising man, has become advertis- 
ing manager of the Birmingham 
Post, a Scripps-Howard newspaper. 
He succeeds Albert O’Brien, who 
resigned because of ill health. Mr. 
Parrish has been with the Birming- 
ham News. 


J. G. Miller Stricken 


Two weeks after he was appointed 
advertising manager of the Southern 
New England Telephone Company, 
New Haven, Conn., John G. Miller 
was fatally stricken with a _pul- 
monary hemorrhage. He was 39 
years old. 


Goes to Duro 


H. M. Ditmer, who has been in 
the advertising department of the 
Delco-Light Company, Dayton, O., 
has become manager of the Duro 
Company, of that city, manufac- 
turers of automatic water systems. 
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TheNew ErainFOOD 
DISTRIBUTION 


We sent our editor to 
Shreveport to find out 
something about “this 
man Henderson.” You 
ought to read the story 
in the April issue. Send 
for a copy. 


FOOD TRADES PUBLISHING (0., Inc 


37 West Van Buren Street, Chicago 
55 West 42nd Street, New York City 
681 Market Street, San Francisco 


Business is Good 


in the Golf Market 


---much better than it was 


last year! 


Leading GOLFDOM advertisers report business 
increases for the first three months of 1930 ranging 
from 6% to 42% over the same period in 1929 


January, 1929 — 26 pages 
January, 1930 — 43 pages 


INCREASE 65% 


March, 1929 — 65 pages 
March, 1930 — 72 pages 


INCREASE 11% 


—and here’s a peek at the 1930 increases in 


GOLFDOM’S advertising 


February, 1929 — 49 pages 
February, 1930 — 65 pages 


INCREASE 33% 


April, 1929 — 58 pages 
April, 1930 — 78 pages 


INCREASE 34% 


GOLFDOM for MAY* already has scheduled 
26% more advertising than appeared in May, 1929 


| ‘FORMS FOR MAY CLOSE APRIL 28TH | 


Ask for a copy of FACTS ABOUT THE GOLF MARKET 


Eastern Representative 
ALBRO GAYLOR 
20 Vesey St., N. Y. City 
Tel. FitzRoy 8173 


The Business Journal of Golf 
236 N. CLARK ST. 


Western Representative 
DWIGHT H. EARLY 


100 N. LaSalle St., 
Chicago 


Tel. CENtral 4158 
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BITTER FIGHT 
IS WAGED OVER 
FAMOUS MARK 


Ownership of “Del Monte” 
in Dispute 


Washington, April 17—It took a 
terrific struggle by the California 
Packing Corporation, of San Fran- 
cisco, to convince the powers here 
that it was entitled to the mark Del 
Monte on coffee as well as canned 
foods. 

The company, now in the midst of 
a national advertising campaign on 
Del Monte coffee, lost its opposition 
to registration of Del Monte as a 
trade-mark by Tillman & Bendel, 
Inc., before the Commissioner of 
Patents. 

It was not until the case reached 
the Court of Customs and Patent 


Appeals that the company’s opposi- 
tion was sustained in a unanimous | 
verdict. 

Tillman & Bendel contended that | 
it was entitled to register Del Monte | 
as a trade-mark for coffee, because | 
this is not of the same oer | 
properties as any of the goods pro- 
duced or sold under the trade-mark | 
by the California Packing Corpora- | 
tion until recently. 

The applicants cited the trade- | 
mark act of 1905 providing that “no 
mark by which the goods of the 
owner of the mark may be distin- | 
guished from other goods of the | 
same class shall be refused registra-| 
tion.” 

The court held that the use of Del | 
Monte on coffee would result in con- 
fusion and reversed the decision of | 
the Commissioner of Patents. 

The case was regarded as of such 
importance that Judges Garrett and 
Lenroot concurred specially in a sep- | 
arate opinion. 

“Certified” is Barred | 

Affirming the decision of the ex- | 
aminer of interferences, the Assis- | 
tant Commissioner of Patents sus- | 
tained opposition to registration of | 
a trade-mark consisting of a red | 
seal bearing the words “Certified” | 
and “Foods of Quality.” 

The opposer, Austin, Nichols & | 
Co., is the owner of the registered | 
mark “Certified” for use on food | 
products. 

The United Drug Company, own- 
ers of the trade-mark “Rexall,” used 
on toilet articles, successfully op- 
posed registration of the mark 
“Ex-ol,” applied for by the Wilfred 
Laboratories as a mark for similar 
goods. 

The opinion stated that when the 
two marks are viewed side by side, 
it is probable the purchasers would 
not very frequently be confused, but 
the customer does not often have the 
marks before him in this way. 

The application of the Richards- 
Wilcox Manufacturing Company for 
registration of the trade-mark “Lock 
Joint” for track brackets and tracks 
for sliding doors was denied by the 
Assistant Commissioner of Patents 
on the grounds that the words are 
descriptive. 


Rule Against Seal-O-Meter 

The Court of Customs and Patent 
Appeals upheld the decision of the 
Commissioner of Patents that the 
trade-mark of which “Seal-O-Meter” 
is the dominant and essential char- 
acteristic is deceptively similar to 
the composite mark “Mail-O-Meter.” 

The International Postage Meter 
Company had sought to register 
“Seal-O-Meter” for use on a ma- 
chine that automatically seals, me- 
ters, stamps and postmarks letters, 
and the application was opposed by 
the Pitney-Bowers Postage Meter 
Company, manufacturers of a simi- 
lar machine. 

“Washpac” is registrable as a 
trade-mark for sanitary packages 
containing one or more towels, and 
soap, and a comb, produced by the 


Autosales Corporation, according to 


the ruling of the first Assistant 
Commissioner of Patents. 


Another application by the same 
company for registration of the. 
mark “Washkit” for use on the same 
goods was denied on the grounds 
that it is merely descriptive. The 
decision on the first mark reversed 
the ruling of the examiner. 


Has Building Accounts 


The Lee E. Donnelley Company, 
Cleveland, will use business papers 
and direct mail in a campaign for 
the Master Builders Company, of 
that city, and direct mail for the 
Ohio Building Material Company, in 
behalf of truck-mixed concrete. 


Dismissal of 
Calumet Case 
Is Explained 


Washington, April 17—The Fed- 


| eral Trade Commission has issued an 


explanation of its dismissal of a 
case against the Calumet Baking 
Powder Company, Chicago, involving 
the so-called hot water or boiling 
test of a competing product. 

The Commission explained that it 
issued a cease and desist order June 
12, 1929, on the cold water test. 

The Calumet Company filed a re- 
port of compliance with the order 
which was accepted by the Commis- 
sion, and the cease and desist order 
is still in force. 


In further explanation it was 
stated that the complaint which was 
recently dismissed by the Commis- 
sion was an entirely separate and 
distinct case and had to do with the 
so-called hot water or boiling test 
of a competing product which had 
been made at various times by the 
respondent as a corollary to the cold 
water-glass test. 


The chief counsel of the Commis- 
sion, it was pointed out, recom- 
mended that the complaint as to the 
hot water or boiling test be dis- 
missed on the ground that respond- 
ent had discontinued making it for 
a considerable period and that as it 
had never been made except as a 
part of the cold water glass test it 
was effectively disposed of by the 
outstanding order. 


Reading Adopts 
Five-Year Program 


The Reading, Pa., Advertisers? 
Club has adopted a five-year pro 
gram of community projects and 
club expansion, following a survey, 
The club, headed by Donald 7, 
Beaumont, will organize a Better 
Business Bureau as one of its first 
projects. 


Joins “Parents’ Magazine” 
Arthur W. Stockdale, formerly 
with Modern Priscilla, has joined the 
Eastern advertising staff of The Par. 
ents’ Magazine New York. He will] 
cover Philadelphia and the South. 


——adl 


HE purpose of 


The Champion is to contribute 


to the development of a better understand- 

ing between printers and advertisers in the pur- 
chasing and production of direct advertising. 
The pages of The Champion will serve as an 
open meeting ground for advertisers who are 
most successful in purchasing printing and 
printers who are most experienced in produc- 


L 


ing effective advertising by printed pieces—a 
medium wherein both advertiser and printer 
can turn their cards face up and point the way 
to the elimination of factors that have caused 
dissatisfaction and loss of profit. 

The Champion will reprint readers’ comments 
and constructive articles pertaining to the pro- 
duction, buying, and use of printed matter. 


The first issue of The Champion has been mailed to our list of printers and advertisers. 
Those directly responsible for the purchasing or producing of direct advertising may, 
by request to us, have their names added to our list. Please use business letter head. 


THE CHAMPION COATED PAPER COMPANY, Hamilton, Ohio 
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